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wait 


T is a pretty well 

accepted fact that 
the hardware store 
is the toy store in 
every live com- 
munity. The annual 
Toy Fair just com- 
pleting further 
proved ‘that  hard- 
ware dealers are 
making money in 
toys. Page 77. 


N the Springa 

Young Man’s 
Fancy” and a young 
woman up to the age 
of 85 is frantic unless 
the house cleaning is 
at least started. Help 
her with your ma- 
chines, sure as vac 
cleaners and wash- 
ers. Page 82. 


x 


‘THEY used to sell 

nose paint by the 
jug full but the am- 
bitious hardware 
man now sells paint 
by the room fuil. 
No, not a_ whole 
room full but enough 
for a whole room. 
Anyhow it’s all ex- 
plained on page 85. 


In This Issue 


Special Features 


Annual Toy Fair Proves Big Success 

Machines for Spring House Cleaning. By Edith Hol- 
ligk Oliver 

Selling Paint by the Room Full 

Making Friends with the Farmers. 
Hunger 

The Satisfied Vacuum Cleaner Customer 

Making Sales by the Use of the Telephone. 
Eddy 

Writing Ads for Consumers to Read 

Get Ready for Screens and Ventilators 

Displaying Abrasive Tools epeeneaniiers 
Verrier 

Using Movies in Your Window Displays 

Winnipeg Holds Auto Equipment Show . 


By E. D 


Regular Departments 


Editorial Comment . 

Washington Letter . 

Market Reports on Trade Conditions of nannies 
Steel and Iron . 

Publicity for the Retailer 

New Goods and Novelties 

Motor Accessories 

Notes of the Retail Hardware Trade 


Current News and Miscellaneous 


The Business Quiz 
Coming Hardware Conventions 


IN the words of the 

immortal Shake- 
speare, ‘“‘Give these 
your once over.” A 
story on using the 
telephone in the 
quiet season, page 
90; writing ads so 
that your customers 
can understand 
them, page 91, and 
getting ready for the 
screen and ventilator 
season, page 93. 
Every one of them 
top notchers. 
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CTUALLY show- 

ing how abrasive 
tools can be _ dis- 
played to the best 
advantage is the 
message that David 
Verrier gives you. 
He certaintly ought 
to know as he has 
trimmed many a 
window for display. 
Page 94, 
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UT a Movie ma- 
chine into your 
store and show the 
community pictures 
after the store closes. 
It’s a great big new 
idea and will make 
you many new cus- 
tomers. In Gary 
they did it. Page 97. 
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Ba Go After This 


Big Business 


We refer to the individual community garages which are 
springing up everywhere all over the country. 


Here we see a string of 10, there one of 25, and so on. 
It’s big business and mighty profitable business. 


The most practical set to sell for this purpose is the Na- 
tional No. 800../ This set has a tight-pin, reversible T- 
hinge. It can be used either as a full surface hinge or 
reversed and mortised into the jamb as illustrations show. 
Therefore it is adaptable for either wood or brick con- 
struction. 


Our No. 29 Latch comes with this set. Furnished com- 
plete, with screws for attaching and in all standard 
finishes. 


We want to hear from dealers interested in going after 
this business. You'll find us ready and willing to co- 
operate with. you to the fullest extent possible. Get in 
touch with us immediately. 


National Mfg. Company 


Sterling Illinois 
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Annual Toy Fair Proves Big Success 


Many Hardware Dealers Attend Show Held During 
the Past Six Weeks and American Made Toys Are 
Hailed as Coming Leaders in World’s Market 


EW YORK’S annual Toy Fair, 
N held this year Feb. 1 to March 

12, 
more conclusively than ever before 
the permanent and substantial posi- 
tion that the American toy industry 
has made for itself among the lead- 


probably demonstrated 


ing business enterprises of the 
United States. The products of ap- 
proximately 300 toy manufacturers 
were on display during the period of 
the fair, which was visited by a 
large number of people from all sec- 
tions of the country. The annual 
New York toy fair, a development of 
modern American business enter- 
prise, has come to be regarded as 
one of the notable attractions of New 
York from the time that its doors 
are opened until they are closed on 
the last evening of the exhibition. 
It can appropriately be said that 
this year’s toy fair was something 
novel and distinctive even for the 


cosmopolitan city of New York. It 
required three of New York’s large 
hotels to accommodate it—the Hotel 
Imperial, Thirty-second Street and 
Broadway, the Hotel Breslin, Broad- 
way and Twenty-ninth Street, and 
the Union Square Hotel, Fifteenth 
Street and Fourth Avenue, exclusive 
of the permanent exhibits housed in 
the Fifth Avenue Building, Ameri- 
can Woolen Building, Bush Terminal 
Building, and others. 

There wefe many features about 
the Toy Fair this year that attracted 
more than the usual attention. One 
manufacturer of toys had a large 
tank filled with water and arranged 
so that it represented a pool in a 
forest. The section, which was an 
artistic arrangement of a woodland 
setting, was caged off and contained 
two live beavers. 

A great many manufacturers this 
year had a number of display meth- 


ods that any hardware dealer han- 
dling toys could use to advantage. 
Some of these showed a number of 
wooden toys such as ducks, rabbits, 
dogs, roosters and clowns traveling 
around and around after the fashion 
of a merry-go-round on a circular 
wooden platform run by a small 
motor. Others showed wooden toy 
vehicles being driven or ridden by 
dolls and cardboard effigies of chil- 
dren, the wheels turning by means of 
a motor and the joints of the dolls 
and cardboard children moving 
rhythmically with the motion of the 
toy’s mechanism. 

“Things that move attract the at- 
tention of both young and old,” ex- 
plained one of the salesmen, “and a 
dealer can devise no better display 
than one which shows an article in 
operation. Demonstrations are the 
most effective sales agencies used to- 
day in any system of merchandising, 








1] 





Toy 











HARDWARE AGE 


March 10, 192] 








A 


te Ce Sn a ll AM Poi Dae ont 
F 








Well displayed carts and wagons for boys and girls will bring many buyers this spring. This style toy was one of 
the favorites at the New York Show and will always be in popular demand 


and articles that move in a display 
window will move out of the store 
and leave good cash behind them.” 

It was certainly true that the moy- 
ing cranes, electric trains and toy 
flying machines fascinated the most 
sedate and elderly visitors at the 
fair, and replies to the reporter’s 
question about the advisability of 
putting toy trains and cranes and 
aeroplanes in the window of a hard- 
ware store were more or less unani- 
mous that it would be to the advan- 
tage of the dealer to arrange such a 
display. One salesman elaborated on 


his answer with a good deal of en- 
thusiasm and detailed descriptive 
power. 

“Why, just think of the sales value 
of a window display that a hardware 
dealer could make up with toys and 
tools. Every kid in the country is 
interested in electrical toys and car- 
penters’ tools,” he said, warming up 
to his subject. “The entire window 
could be made up from stock without 
any expense except the nominal cost 
of the electric current. The window 
could be arranged with the track 
running in a circle around the floor 


Even children appreciate a well built toy. This 
illustration shows the proud owner “showing 


off” the advantages 


of the window. Portions of it could 
be covered over with the regular tun- 
nels and gorges that come with the 
usual first-class electrical toy train 
set. Attached to the engine could be 
a long string of freight cars filled 
with toys, tools and other small arti- 
cles such as kitchen knives, tea 
strainers, screw drivers, dry cell bat- 
teries, pocket knives and so forth. 
Little paper packages could be tied 
up and piled up around the station 
and with fake addresses such as 
“John Jones, Oshkosh, Washing Ma- 
chines, Handle with Care.” Other 
toys and articles could be 
arranged appropriately in 
the window, and I’ll bet a 
good cigar against a nickel 
lead pencil that the dealer 
who put in a toy hardware 
window of this kind would 
draw the largest interest to 
his store that he ever had.” 


Most Artistic Show 


The toy exhibits this year 
seemed to have been ar- 
ranged with special regard 
to the artistic effect that 
can. be produced by show- 
ing toys in studied groups. 
At the Hotel Imperia! four 
entire floors, as well as 
part of the main floor di- 
rectly off the lobby, were 
converted as if by some 
fancy of childhood into 4 
bewildering labyrinth of 
halls and rooms full of the 
most surprising and a'‘trac- 
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As long as there are children there will be toys and as long as the grown-ups in this country enjoy some sort of 

locomotion the children will be enthusiastic “wheel toy fans.” The illustration above shows wheel toys for all sized 

children, including a racing automobile, while below the little tots are considered and have the pleasure of riding on 
enormous birds or even taking a “ground trip” in a flying machine 
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One manufacturer has utilized a front cover of the Saturday Evening 
Post, adding his own heading, making a most striking slogan effect 


tive toys and useful playthings. 

Any child that could have had the 
liberty of wandering undisturbed 
through the halls and rooms at the 
Imperial, the Breslin or the Union 
Square hotels, or for that matter 
through the toy rooms at any of the 
other buildings that helped to house 
the many ‘exhibits of the toy fair, 
would have enjoyed an adventure 
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that would have surpassed his most 
fantastic dreams. 

Everything that the human mind 
has devised in the form of a play- 
thing for children was shown in 
wood, metal or rubber materials. 
There were clowns of every nation- 
ality with funny painted faces and 
the most grotesque costumes. Clowns 
in groups and clowns on donkeys, 
clowns alone and clowns with mon- 
keys cavorted and posed in the-most 
ludicrous attitudes that the ingenu- 
ity of clever artists could devise. 
And then there were dolls flaxen- 
haired and brown-dressed in plain 
and fancy dresses, while their big 
eyes gazed with the most captivating 
innocence upon the pleased and curi- 
ous visitors. 

Animals of all sizes and descrip- 
tions basked in the admiration of ob- 
servant eyes. The American toy 





March 10, 192] 


manufacturers have gone to great 
pains to produce toys that are both 
delightful and safe for children, 
There are probably no toys ‘nanu- 
factured outside of the United States 
that combine these two qualities to 
such a high degree of perfection. 
American toys are safe toys. The 
paint that embellishes them will not 
come off to discolor the tongues of 
children who cannot resist the temp- 
tation of sticking everything possible 
into their mouths. There are also 
very few American toys that have 
sharp edges on which children can 
cut themselves. It is very evident 
that safety in design and construc- 
tion is a paramount consideration 
with the American toy manufacturer, 


No Fear of Foreign Competition 


Judging from the displays of toys 
exhibited at the 1921 Toy Fair the 
American toy industry no lonyer has 
any cause to fear even the unfair 
competition of foreign manufactur- 
ers. According to authorities on the 
subject no foreign concern has ever 
shown both the varied assortment 
and high quality of finished work- 
manship that were displayed at this 
year’s Toy Fair. 

While it was undoubtedly true 
that the volume of buying this year 
was not as large as many would like 
to have had it, nevertheless it may 
be stated with a fair degree of assur- 
ance that the benefits of the 1921 
toy show will become manifest be- 
fore the end of the year, both in the 
actual buying that will develop and 
in the wider scope of interest that 
will be shown by the buying public 
for American toys of all kinds. The 
value of a toy fair such as the one 
that closes March 12 in New York is 
probably never immediately felt by 
the jobber and the manufacturer, 
authorities have pointed out. Its 
effect, they say, is somewhat the 
same as good advertising or public- 
ity of any kind. It is a constructive 
influence upon the minds of all the 
people who visit the exhibition. And 
these people in turn become uncon- 
scious and casual advertisers of toys 
for their own sake and of American 
toys in particular, because there are 

















March 10, 1921 











no playthings made anywhere in the 
world that can compete to-day with 
American toys both for originality 
of design and for stability of con- 
struction. The 1921 New York Toy 
Fair represented another milestone 
of progress for the American toy in- 
dustry. 
The Time for Toys 

This is the day of the toy. 

There can be no doubt of it. 

The story of the development 
of toy making and selling is a story 
that almost staggers. But it is a 
true story and one of intense interest 
to the hardware dealer because it lies 
very close to his business pocketbook. 

When you realize that many manu- 
facturers have had business gains of 
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two years or so back. And many 
others have gains of at least 50 per 
cent. 

To some extent this is due to the 
fact that the retailer has awakened 
to the possibilities in toys and is 
widening markets and building busi- 
ness by giving them the thought and 
time they deserve. Much of that fine 
impetus has come from the hardware 
field. Store upon store has added toy 
departments or injected new life into 
already established departments with 
the result that toy sales have soared 
upward with aeroplane speed. 

Probably one of the biggest rea- 
sons for the mushroom-like growth 
of toy selling is in the fact that re- 
tailers are making them an all-the 
year proposition and not just a holi- 
day novelty. Good stores everywhere 
are selling toys every day. They no 
longer box them up after Santa’s 
yearly visit and carry a dead stock. 
But they are kept in sight and on 
sale all the time and they sell often. 
Birthdays, anniversaries and the 
willingness of the people to buy other 
than bare necessities make toys an 
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business comes at the holiday time, 
to be sure, but all seasons are toy 


seasons. Special summer goods such 
as kites, sand toys, wagons, aero- 
planes, boats, etc., can be pushed 


when Old Sol smilingly teases the 
kiddies out of doors. And winter 
brings its own items such as trains, 
dolls, games, etc., that make the 
rainy days bright and the long eve- 
nings al] too short. 

In the matter of profit, how at- 
tractive the toy idea is! A profit of 
from 33 1/3 to 40 per cent on the 
selling cost is made, or a gain of 50 


(Continued on page 113) 
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“Buster” could give a party of four on 
the biggest one of these or he could 
ride singly on the smallest 


100 per cent in the past two years 
you can see toys are a very live 
thing. None should think that this 
is a gain of volume in sales which 
can be accounted for by higher 
prices. In fact it is a gain of actual 
number of items sold. Not one but 
scores of factories are making twice 
as many goods to-day as they did 









item that stands high in the matter 
of turnover. 


They Are All-Year-Round Line 


Toys no longer mean the special 
things that can be sold from Dec. 1 
to Dec. 25, but it takes in a diversi- 
fied line of attractive items that sell 
from January to December. Peak 
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Machines for Spring House Cleaning 








No More Beating Carpets, or Drudgery Sn 
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the Wash Tub and the Other Disagreeable Fea- 
tures if Vacuum Cleaners and Washers Are Used 


HE housewife is doing a lot of 
T planning just now, and she 

looks with disapproval on 
many a nook and corner that passed 
muster very well in the moderate 
light of winter’s shut-in life. She 
is tired of colors and finishes, of 
shabby things generally, no matter 
how comfortable they are, and above 
all, she feels the spring impulse of 
cleaning up that comes to humans 
just as regularly as the migratory 
impulse comes to birds. Outside the 
male human is raking up and making 
bonfires, and wondering if the roof 
leaks; and dreaming of coming days 
far afield with Henry and hoping for 
a drop in gas, 

The hardware dealer, as a rule, 
does not bear much resemblance to 
a fairy, yet it is up to him to make 
all these dreams come true, and inci- 
dentally to gather in many dollars by 
doing it, for each and every renova- 
tion of winter’s things to meet the 
vigor and beauty of the spring be- 
gins with something from the hard- 
ware store. 

The man may be safely left to him- 


By EpITH HOLLICK OLIVER 


self, he will naturally take the road 
to the hardware store, but in many 
cases the woman may wander to 
other fields and browse around the 
bargain counters of all sorts of 
places. 


A Thorough Spring Cleaning 


Only in the funny papers does the 
husband of to-day come home to a 
wilderness of dust and soap suds, 
piled up furniture and dinnerless 
evenings. He gets the result of these 
in cleanliness and order, in bright 
colors, fresh draperies, for the toil 
and discomfort of the old-fashioned 
day’s cleaning has become a matter 
of a few hours through modern 
household appliances, and led by the 
vacuum cleaner an efficient army of 
tools makes what was once an ap- 
palling labor into a real pleasure. 
It is safe to say that nine women 
out of ten are thinking of the spring 
renovation just now, and that a good 
display of vacuum cleaners, and their 
comrade, the washing machine, will 
make a selling appeal. 

The foundation of success in all 
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modern household appliances is 
value. Each one is desired to do 
something—and does it, and the one 
which sells best is the one which 
does the best. Appearance is always 
a strong point in anything which 
women buy, but in the great major- 
ity of cases the household appliance 
is bought because of its result, be- 
cause of having been seen in actual 
use by someone. This is always, of 
course, the strongest possible selling 
talk for the particular make that has 
been seen at work, but it is only one 
step in its selection, and the dealer 
who can show points of superiority 
in any other is sure of making the 
sale of his own line. The best is the 
only standard in vacuum cleaners. 


The Cleaner’s Adaptability 


The vacuum cleaner costs enough 
to make almost every woman consider 
its purchase, and the price has also 
created an impression that it 1s 
rather an article of luxury; that it 
is not a thing to use everywhere and 
for everything like the old-fashioned 
broom, 
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Here is a vacuum cleaning window that should attract every woman that passes by the store. 
and demands attention, You can do the very same thing with your windows 


The first thing, therefore, for the 
dealer to impress on the prospective 
woman customer is the adaptability 
of the cleaner. Tell her it will clean 
out the soot from the chimney with 
the strong, vigorous touch that’ is 
necessary, and that it will stroke the 
most delicate lace curtains free of 
dust as gently as a soft hand would 
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do it. One of the most important 
points to impress on the housewife is 
the fact that the vacuum cleaner may 
be used from garret to cellar, that it 
is a thoroughly practical, strong and 
dependable article, doing all the work 
of hand labor through the motive 
power of electricity. This is the 
first thing that is not always under- 
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It fairly reaches out 


stood. The second is the fact that 
it actually takes the dirt from what- 
ever it is applied to and sucks it into 
the bag, and the different shapes and 
styles of nozzles are designed for 
use in the very different needs of the 
household. The vacuum cleaner sells 
best on the most humdrum everyday 
lines, for it is along them that the 








With the aid of two floor lamps and a few cut-outs a most pleasing window has been made. 


Cleaning through the 


handle is illustrated as well as the usual way 
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vast majority of women need help. 

A good window display of vacuum 
cleaners would sell them now, for the 
housewife is in the mood to appre- 
ciate their value. Whenever it is 
possible a demonstration inside is of 
the greatest possible help. It makes 
the attraction of the window actual 
and definite. When it is not possible 
to have the demonstration, the next 
best thing is to have a cleaner on a 
table with the different nozzles and 
descriptive cards. There is all the 
difference in the world from the 
woman’s standpoint between actually 


seeing and handling for herself, and - 


in being shown the same things over 
the counter. She is going to use 
those things, to handle them; and 
however it may be with men, the sug- 
gestion of doing so is a strong induce- 
ment to purchase to a woman. 


Modern Household Appliances Do Not 
Conflict 


Modern household appliances are 
so highly specialized that they never 
step on each others heels. Each one 
does its own work and is the strong- 
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est possible selling talk for the sale 
of the others. 

In the case of the vacuum cleaner 
just now, for example, the woman 
who buys one may be very easily 
convinced of the equal advantage of 
a washing machine, because it will 
do its part in the renovation of wash- 
able draperies, bed spreads, fancy 
linen bureau covers, guest towels, 
etc., and make the spring renovation 
complete. It is logical to tell her that 
she needs it to work with the vacuum 
cleaner. 

It would not be just to say that 
the washing machine stood ahead of 
other household appliances in effi- 
ciency, but it has certainly made a 
strenuous and successful effort to 
meet the most extreme conditions; 
witness the laundry size machine and 
the diminutive model for use in the 
wash basin. 

Spring cleaning, as in the regu- 
lar household work, will always de- 
mand the two methods of dry and 
water cleansing, and the vacuum 
cleaner and the washing machine 
afford one of the best examples of 


The Business Quiz (No. 14) 


Question No. 
bankrupt? 


Question No. 2 


1—Who and 


how may one be declared 


What is the meaning of the term “proxy”? 


Question No. 3—Why has a “follow up” letter more pulling 
power than a first one on a given subject? 
Question No. 4—Are lead pencil signatures on legal and busi- 


ness instruments binding? 


Question No. 5—Does the act of one partner bind each member 


of a firm’or concern? 


Question No. 6—What is known as a “rider”? 


Answer to Business Quiz No. 14 


Answer No. 1—Under the Federal law any person who owes 
debts except a corporation may be adjudged a bankrupt if he 


wishes to take advantage of the fact. 
Wage earners and those engaged 


can be forced into bankruptcy. 


in tillage of the soil are exempt. 


Not every person, however, 


Answer No, 2—A proxy is (a) one who acts for another; (b) a 
document in which one is authorized to act for another. 

Answer No. 3—As a rule the “follow up” letter pulls better 
than the original letter by reason of the fact the average person 
does not like to be reminded of something he hasn’t done. 

Answer No. 4—The courts have declared time and time again 
that the signatures made on legal and business agreements with 
a lead pencil are legal and binding. 

Answer No. 5—The act or acts of one member of a firm, if 
such firm is known to be in partnership, bind each and every 


member of said concern. 


Answer No. 6—A “rider” is (a) an addition to a document 


after completion; 
resolution. 


(b) an additional clause to a verdict or 
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team work. Sell one and it opens the 
door of possibility for selling the 
other. Show the housewife hovy she 
can make her heavy draperie- and 
upholstered furniture look bright and 
clean with the vacuum cleane:, and 
she will be very receptive to hearing 
how she can make all the washable 
things live up to them by means of 
the washing machine, 


In Selling Washing Machine: 


In all household appliances the 
woman’s standpoint of purchase is 
the ultimate result. A man may, 
probably does, buy machinery and 
tools and is keenly interested in the 
manner in which they accomplish 
their end. A woman simply looks to 
the result. She may be made to be- 
lieve that one method is better than 
another, be convinced of the superior- 
ity of some make, and become an en- 
thusiastic singer of its praises, but 
it must be confessed that it will al- 
ways be because it has done her own 
particular work satisfactorily, not 
because she believes in its construc- 
tion or method. 

It is therefore best to impress the 
results rather than the manner of 
their attainment upon the housewife. 
The type of machine which appeals 
especially to the dealer is the one for 
him to handle, because he can talk 
more convincingly to the woman 
about the work it will do for her, 
that is, that the particular make he 
handles will do it better than any 
other. The great hold which the 
hardware dealer has on selling house- 


_ hold appliances is one which is too 


often disregarded. He can wield the 
personal appeal, he can speak from 
some knowledge of family life and 
household conditions. The customer 
is often known to him enough at 
least to make it possible for him to 
cite some point that would meet just 
her individual needs; some problem 
of where to place the washer; what 
motor to use; whether she could best 
use a single, or double, or triple tub 
style, ete. The slightest personal 
knowledge will open the way to a 
more convincing talk that any elabo- 
ration of mechanical details, and it 
is just where the big department 
store demonstration cannot meet the 
dealer. The dealer himself can al- 
ways think of something if he has 
any knowledge at all of the custom- 
er’s home. Tell her, for example, 
how she can safely trust her delicate 
curtains in the machine, and also 
wash her heavy rag rugs. 

There is a washing machine which 
could be sold to every housewife who 
hasn’t one already, and the quickest 
and surest way to sell it is from the 
woman’s standpoint. 

















How Burke & 


Selling Paint by the Room Full 


Waukegan, Ill. Have Worked 


Wright, 


Out the Selling Idea Whereby the Customer Can See 
Just How Well the Job Will Look Before It Is Completed 


There’s nothing very charming 
about a can of paint. 
But a newly decorated room—well 
that’s different! 
Burke & Wright, Waukegan, III., 
are selling clean, bright, new-looking 


and puts the paint on and shows the 
home owner how to finish the rest 
of the house. 

Does this plan work? Well, it sure 
does. Saying the department has 
trebled its business in two years 


or woman in this method by doing 
one room with the customer. 

Of course the time of the salesman- 
painter is paid for by the home 
owner. But instead of having to hire 
costly labor several days the patron 
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The paint department of Burke & Wright, 


rooms to the community instead of 
drab cans of paint. This is the way 
they do it: 

Customers are shown large actual 
samples of color combinations on the 
walls of the Burke & Wright store 
and thus encouraged to pick out the 
material for one room. Then the 


Practical painter—a man of many 
years’ experience—goes to the home 





Waukegan, Ill. 


convenient manner of the shelving 


time does not exaggerate the growth 
made. 

The painting done is the now 
popular oil method by which walls 
are made as softly attractive, in 
color, as if a wall paper was used and 
have the added advantage of being 
washable. Stencils are used to make 
border designs. Burke & Wright 
find it no trouble to instruct a man 
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Notice the excellent 


brush arrangement and the extremely 


learns to do his own brush wielding 
and naturally buys more paint than 
if labor costs made him hesitate. 


The Man in the Paint Department 


“In hiring a painter for one’s paint 
department,” said Frank Burke, “re- 
member he is not a salesman and 
take the time and have the patience 
113) 
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Making Friends with the Farmers 


How the Community Club of Battle Creek, Mich., 
Has Taught the Ruralist to Trade in Town and 
Has Successfully Combated Mail Order Business 


By EDWIN A. HUNGER 


E. STRONG, senior partner of 
K the Strong-Barker Hardware 
® Co., Battle Creek, Mich., is 
waist deep in the activities of the 
Battle Creek Community Club, an 
association formed to bring city 
business men and farmers of nearby 
districts in closer social contact. In 
fact, so completely has Mr. Strong 
become identified in this community 
movement that he has been made 
president of the Merchants’ Dinner 
Club, a branch of the Battle Creek 
Chamber of Commerce, which as the 
Agricultural Committee of the 
Chamber planned and fostered the 
development of the Community Club. 
You can bet your boots, too, that Mr. 
Strong, past president and present 
chairman, Resolutions Committee, 
Michigan Retail Hardware Associ- 
ation, present director, National Re- 
tail Hardware Association, and 
treasurer, the past four years, Michi- 
gan Implement Dealers’ Association, 
sold on the association idea as these 
affiliations prove him to be, played an 
important role in the organization of 
the new club which though not yet a 
year old has already stamped itself 
as a tremendous factor in bringing 
about a closer spirit of co-operation 
between Battle Creek, the city, and 
the country bordering its limits. 
Although specific references or too 
much talk about one’s own firm is 
taboo at the meetings of the Com- 
munity Club, Mr. Strong vouches for 
the fact that his close identification 
with the club is the best kind of 
business for a hardware merchant 
like himself. No city merchant, he 
declares, can derive so much benefit 
from the farm-city community idea 
as the hardware man, dependent as 
he so frequently is on farm trade to 
bolster up the balance sheet. Since 
one-third of the yearly $200,000 
business done by the Strong-Barker 
Hardware Co. is farm trade, this 
assertion is well worthy of the close 
attention of every hardware dealer 
who would like to see closer co-oper- 
ation between himself and farmers 
living in districts bordering his town 
or city. 


The Value of Association Activities 


Mr. Strong is an excellent prac- 


tical example of the unusually suc- 
cessful hardware merchant who has 
made much of association activities, 
and asserts that the constructive 
ideas and broader perspective gained 
by partaking therein have helped him 
greatly in pushing ahead in the hard- 
ware business. No money, he de- 
clares, could be exchanged for the 
experience he has gained in mingling 
with the bigger men of the asso- 


Trade At The 
Big Hardware Corner 





mi 


We are headquarters for many articles for 
Christmas buying, including the largest 
stock of aluminum ware in the city. 


Percolators, Electric Toasters, Electric Sad 
irons, Silverware, Sleds, Skiis, Guns, Tri- 
cycles, Roller Coasters, Skates, Pyrex ware, 
Carvers and Roasters are some of our of- 
ferings at right prices. 


We will cash your Christmas checks, 


Strong-Barker Hdwe. Co. 





They always use the slogan “Trade at 
the Big Hardware Corner” and Battle 
Creek people follow the advice 


ciations and sharing with them the 
labors of conducting meetings and 
conventions. Fay Barker, junior 
partner, is of similar mind, and be- 
sides his participation in the Battle 
Creek Community Club, is especially 
active in the affairs of the Michigan 
Implement Dealers’ Association, of 
which he is secretary and one of its 
directors. In fact, so completely 


convinced are these two merchants 
and partners on the association idea 
that they divide their time in par- 
ticipating in association affairs in 
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such a way that they both, and there- 
fore the firm, can get the maximum 
good therefrom. 

Mr. Strong was one of the first 
Battle Creek merchants to sense the 
need for closer contact between city 
and country folk and so he and J. C, 
Toeller, a drygoods dealer, brought 
about the organization of the Mer- 
chants’ Dinner Club to act as the 
Agricultural Committee of the 
Chamber of Commerce and develop 
means for fulfilling this need. Visits 
were made to masters and presidents 
of various nearby granges and other 
farm organizations and the pro- 
posed community club idea explained. 
Finally the farm folk were invited to 
attend a huge luncheon meeting as 
guests of the Merchants’ Dinner 
Club at the leading Battle Creek 
hotel. This invitation of course in- 
cluded the farmers’ wives. Members 
of the Dinner Club also brought their 
wives. Yes, indeed, it was a real 
party! 

Summing Up the Mail Order Methods 


After the eats, speeches were in 
order and then came the bomb. A 
leader from one of the farmers’ 
granges in truly frank style so char- 
acteristic of the average tiller of the 
soil said his say and threw it out 
straight from the shoulder. “For 
one thing,” he said, “the farmer re- 
sents the superior attitude assumed 
so often by the city person. You 
may think we’re a bunch of hicks and 
mossbacks and not progressive, but 
we’re not. The farmer of to-day 
isn’t the same fellow of yesterday. 
He’s got his automobile and a pile 
of other up-to-date contrivances. 
He reads his farm magazines and 
newspapers to keep up-to-date. He 
takes his family to town regularly 
to see the shows and the movies; his 
gasoline buss makes that possible. 
He’s reaching out to beat the band. 
But when he gets a cold shoulder and 
even sneers from the city fellow he 
gets sore and carries a grudge. This 
grudge extends to buying goods. 
That’s why so many farmers deal 
from the mail-order people who at 
least know how to be decent and 
courteous to the man from the coun- 
try.” 
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When the farmer comes to the city he is entertained and also given valuable information regarding Battle 
Creek stores, but no member of the Community Club is allowed to talk 


This frank speech was an eye 
opener to the merchants. If such 
was the feeling among the farmers, 
means must be developed at once to 
counteract it, they declared. The re- 
sult was, they waded right into the 
community club stunt with a deter- 
mination and an enthusiasm that 
carried everything before it. More 
dinner meetings were scheduled. 
Farmers from east, west, south and 
north were entertained and ideas ex- 
changed. The Chamber of Com- 
merce appropriated $1,000 to start 
the Community Club on its way. 
Soon a constitution was written and 
officers elected. The Battle Creek 
Community Club was a going con- 
cern! 

Winning With Sincerity 

It did not take the farmers long 
to convince themselves of the city 
fellow’s spirit of sincerity and be- 


fore long they were all trying to get 
hep on the hospitality deal. Invita- 
tions were extended to members of 
the Merchants’ Club and their wives 
to come to the country for feast and 
entertainment. During the summer 
months it was determined to have 
meetings in the country once a 
month, but so well had the idea taken 
hold that soon they were held weekly 
instead. Sometimes these gatherings 
in the country would resolve them- 
selves into huge picnics at some- 
body’s farmhouse and then again 
there would be organized entertain- 
ments with talent that proved a de- 
lightful surprise to the city people. 
Then too there would be speeches by 
prominent speakers on timely topics 
appropriate to the spirit of the 
gatherings. Already, some notable 
speakers have talked before the Com- 
munity Club, among them being 








busimess except in a general way 


General Wood, Senator John Ketch- 
am, Thomas Brooks Fletcher and 
Hon. Milo Campbell. Community 
singing is also a feature of every 
meeting, both in town and country, 
and helps wonderfully in putting real 
zest into the affairs. 

Now, where does the Battle Creek 
hardware merchants figure in on this 
community club idea? What re- 
turns does the Strong-Barker Hard- 
ware Co., for instance, get out of it? 
Does it pay F. E. Strong, senior part- 
ner, for all the time he has devoted 
to it? These and many more ques- 
tions the writer asked of Mr. Strong. 
Let him answer them. 

“Even though direct advertising 
talks are forbidden by us merchants 
at the Community Club meetings,” 
said Mr. Strong, “the very fact that 
we go to the meetings and are intro- 
duced to the farmers and their wives 





rennet 


And when the city merchant goes to the country he is treated royally and a wonderful spirit has grown up 


between the farmer and the city merchant much to the consternation of the Chicago mail order houses 
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as Jones or Brown of such and such 
a store gives us the personal contact 
that is so often necessary to sell to 
farmer customers. Farmers are 
naturally conservative and they like 
to talk a proposition over from a 
multitude of angles before they 
finally decide to buy. Out on the 
farm at these meetings on the farm- 
er’s own stamping ground, in fact, 
where he feels free to talk he says 
what is really on his mind and what 
is better still we merchants have time 
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to listen, which unfortunately is not 
always possible when the farmer 
comes to our store in town and often 
finds us busy with other customers. 
“Take, for instance, in regard to 
mowers or binders which our firm 
sells, when I get out to the farm at 
one of our meetings, I frequently get 
sidetracked by some farmer soliciting 
information on this important equip- 
ment. I tell the man all I know, 
making a special effort, however, not 
to give a selling talk on our store’s 








4AT WEARS. 
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You can’t very well miss this advertising that the Strong-Barker Hard- 


ware Co. uses, 


Both farmer and city man read the billboards 
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goods. Nevertheless, when it comes 
to the point of buying, knowing as he 
does that our store handles the 
things that he wants, the chances are 
that he will come to our place to see 
what we have or will at least give us 
full consideration in connection with 
goods sold by our competitors. 


The Live Wire Farmers 


“And, say, boy,” he remarked 
finally with a merry twinkle in his 
eye, “don’t let any one tell you these 
farmers don’t know what they’re do- 
ing. They’re live wires and I treas- 
ure the many new acquaintances | 
have made among them as a ‘result 
of my part in the Community Club 
movement.” 

The Strong-Barker Hardware Co. 
is peculiarly well fitted to take care 
of farm trade. Like everybody else, 
when the farmer wants something, 
he usually wants it right away. To 
meet this desire Messrs. Strong and 
Barker carry a huge $75,000 stock 
that not only fills the main floor of a 
two-story area 150 x 44 ft. in size, 
but also a basement, a large-sized 
gallery and a two-floor warehouse, 
150 x 40 ft. in size. The fact that 
the store is equipped to supply most 
any immediate need in the way of 
hardware is featured in newspaper 
and poster advertising and often 
makes a big hit with customers, 
especially when they want repair 
parts for machines which they often 
think will first have to be ordered. 

Fay Barker, the junior member 
of the firm, spends a great deal of his 
time as an outside salesman develop- 
ing trade among farmers, particu- 
larly in reference to the heavier 
items which his firm sells, such as 
gasoline engines, manure spreaders, 
wagons, binders, mowers, etc. A re- 
pair department is provided by the 
firm and on each sale the existence 
of such a service department is made 
known; but in carrying on repairs 
an effort is always made to teach 
the farmer how to do his repair work 
himself. The farmers appreciate 
this helping hand spirit and often 
show their appreciation in additional 
purchases. 


Using Billboards 


Messrs. Strong and Barker are 
keen advertisers and besides fre- 
quent insertions in Battle Creek 
newspapers they use billboard space 
and post posters of the type illus- 
trated herewith in various parts of 
the city and on country roads. The 
posters are changed every 30 days. 
Like all astute advertisers, also, they 
have adopted a slogan, “The [ig 
Hardware Corner,” which appears in 
all advertising copy. In the spring 

(Continued on page 113) 









The Satisfied Vacuum Cleaner Customer 




















The Enthusiastic Owner 


of a Cleaning Machine 





Makes 


a Great Advertisement for the Store That Sold It— 
The Advantages of Keeping the Machine in Condition 


<s7 NO interest prospects in the 
I store we use a demonstration 
table, in fact, two of them,” 
said W. S. Whitcomb, department 
manager of the Gross Hardware & 
Supply Co., Milwaukee, to HARDWARE 
AGE. “Constantly a demonstrator is 
showing the merits of our vacuum 
cleaners at these tables. One is lo- 
cated at the main entrance. The 
other table is in the electrical house- 
hold utilities department, second 
floor. 

“Besides these store demonstra- 
tions—and they are not spasmodic 
but steady— we secure prospects 
from present owners of cleaners,” 
Mr. Whitcomb added. Return postal 
cards are sent with each new machine 
on which the buyer may write in the 
names of five friends or neighbors 
who can be interested in cleaners. 
To induce the owner to furnish these 
prospects the Gross company agrees 
to pay $1.50 for every name that re- 
sults in a sale. 

Such prospects are worked inten- 
Sively by a star sales crew. Six en- 
ergetic salespeople, two women and 
four men, assist Mr. Whitcomb, and 
by phone calls and house visits they 
carry the message of brighter homes 





and happier housekeeping, by using 
vacuum cleaners, to the folks of Mil- 
waukee. 

Need it be said that store demon- 
strations and intensive salesmen fol- 
low-ups pay? No, it needn’t be, for 
the Gross store is not doing those 
things without results. Mr. Whit- 
comb and his crew earn their salaries 
and a profit for the large, successful 
Gross organization. Neither is the 
plan an experiment, for it has been 
used for three years or more, and 
the business in washing machines, 
ironers, cleaners and other household 
specialties grows each year. 


Servicing the Machine 


“Servicing the cleaner after it is 
sold is another strong point with us,” 
Mr. Whitcomb says. ‘We keep them 
running and that keeps the customer 
smiling. We found that most of the 
ills and complaints about sweepers 
came from over-oiling and some from 
under-oiling. So we sent out a letter 
to all our customers telling them just 
how to oil the sweepers and how 
many drops to use for an hour’s use 
a week, two hours’ use, etc. This 
stopped lots of complaints. We told 
what brand of oil to use, and sold 
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heavily on this oil after we sent our 
service letter to hundreds of owners. 

“All washers, ironers, cleaners, 
dish-washing machines, etc., sold by 
us are started right,” he added. 
“That is very important. The dem- 
onstration makes a sale but does not 
always acquaint the new owner with 
the proper operation of the machine. 
And nothing hurts building of good- 
will for a certain machine more than 
to have a new owner tell others it is 
not a success. And vicé versa noth- 
ing makes business more than to 
have new owners enthusiastically 
praising it. 

“You see, we keep the users of our 
machines thoroughly delighted with 
them. Then we ask them to nomi- 
nate possible purchasers, and when 
we refer these prospects to the own- 
ers, from whom we get the prospects, 
they turn in and help us sell the ma- 
chine. We never use the owner’s 
name as a reference unless we get 
consent.” 


Handling Two Good Makes 
The Gross store has handled sev- 
eral different cleaners and has had 
two or three makes on sale at one 


(Continued on page 113) 
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HE other day I was talking 
with the sales manager of a 
concern whose last year’s sales 
exceeded one hundred million dollars. 

He believes that the salesman who 
is to succeed during the next few 
years must not only sell goods but 
must also teach the dealer how to 
sell. 

“We’re going into a new era of 
salesmanship,” said he. ‘“Twenty- 
five years ago a salesman was con- 
sidered smart if he could hypnotize 
a dealer into buying more than he 
could sell. 

“But American business is find- 
ing out that that is bad business. 
The salesman who is going to ad- 
vance in the future is the one who 
increases his business by teaching 
the dealer how to increase his sales. 

“Every salesman is going to learti 
this lesson sooner or later! 

“And,” he concluded, “the ones 
who learn it earliest and put it into 
practice most consistently are the 
ones who are going to get ahead 
quickest and fastest.” 

And he’s right! 


Dealer Can Use Co-operation These 
Days 

There are several factors which 

are bringing this delectable situa- 

tion into being—delectable because 

the dealer can use all the co-opera- 


tion that’s running ’round loose 
these days. 
It isn’t, of course, likely that 


salesmen are going to step into the 
merchant’s private office and attempt 
to tell him how to run his business, 
but it is quite in the cards that sales- 
men are going to view with increased 
concern the dealer’s stocks of their 
goods which aren’t moving out with 
proper speed and turnover. 

And when the dealer says he can’t 
order any additional goods because 
the banker has intimated that stocks 
should be held down to a minimum 
and purchases made only to cover 
needs, you can be pretty well assured 
that said salesmen are going to un- 
dertake to show the dealer that their 
goods can be sold. 

Which reminds me of the way in 
which a salesman recently handled a 


situation quite similar to this one. 

He found one of his dealers 
stocked quite heavily with spark 
plugs for tractors. Since this man 
traveled for a specialty house, spark 
plugs constituted quite an item in 
his sales and the stock confronting 
him gave him visions of a mighty 
small order from the merchant. 

And he got just the word he ex- 
pected. The dealer said he didn’t 
want to hear “spark plugs” for many 
a month; not till harvest time was 
close at hand, anyway. 

Said he was carrying over too 
much stuff as it was and certainly 
didn’t propose ‘to add to the load by 
increasing his stock of something 
which would only gather dust be- 
tween now and next spring or maybe 
summer, 


Tractors Are Twelve Month Tools 


Now, the salesman happened to 
know quite a little about farming— 
modern variety with tractor aid. 
His Dad farms quite a piece in Cen- 
tral Illinois. 

So did the dealer know farming, 
but the dealer was thinking in terms 
of tractor service for plowing only, 
whereas a tractor, for power pur- 
poses, is pretty much of an all-year 
proposition. 

The power the tractor is built to 
deliver will not only do the plowing 
in the spring and fall, but it'll be 
on the job at threshing time in the 
summer, for ensilage cutting later 
in the year, for buzzing wood in the 
winter and for grinding feed twelve 
months of the year. 

These facts were tactfully re- 
minded to the dealer by the sales- 
man, who thus disposed of the fal- 
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Making Sales 
by the Use of 


the Telephone 


By E. D. EDDY 


Illustrated by S. W. Randall 


lacious idea that tractor spark plugs 
were necessarily a seasonaP piece of 
merchandise. 

“But,” exclaimed the dealer, 
“granting that what you say is true, 
nobody is buying the darned things. 
I haven’t sold a big spark plug in a 
month.” 

“Have you tried?” countered the 
salesman. 

“No, of course I haven’t tried,” 
answered the merchant. “I’ve been 
too busy trying to sell bigger things 
than spark plugs—no use fussing 
with little items like that these 
days.” 

“But you wouldn’t mind my try- 
ing, would you?” inquired the trav- 
eler. “Gimme the phone numbers 
of some of the farmers ’round here 
and we'll see what luck we have.” 


Selling Right Over the Phone 


And pretty soon he had a farmer 
on the line, had suggested the ad- 
vantage of a couple of extra spark 
plugs on hand for emergencies and 
how the dealer had ’em available 
just then—sure, the farmer was. 
glad somebody had thought to re- 
mind him, and besides that, he 
needed some other things and would 
the salesman call the dealer to the 
phone. He would and did, and the 
dealer hung up pretty soon, with a 
nice little bill of stuff on the slip, 
the first items of which called for 
two spark plugs—the “butt-in,” the 
“starter,” or whatever you want to 
call it. 

Fourteen phone calls gave eight 
sales, and five of the eight gave the 
dealer orders for enough additional 
goods to total $160, and one farmer 


(Continued on page 114) 





















Writing Ads for Consumers to Read 


Remembering That Your Point of View Is Not 


Their Point of View—Telling the Story of 
Enameled Ware with Modern Advertising Copy 


‘“NAMELED ware kitchen uten- 
E sils are a good example of 
some of the advertising prob- 
lems of the hardware store. With 
the right kind of advertising enam- 
eled ware can be sold “big”—and the 
right kind of advertising needs: 
1. A new way of looking at the ware. 
2. A new way of looking at the cus- 
tomer. 8. A new way of looking at 
selling. 4. A new way of looking at 
advertising. 

When the average hardware dealer 
sets out to write an ad on enameled 
ware he is usually handicapped by 
several old ideas—which, fortunately, 
the live dealers are scrapping as 
quickly as they can. In the first 
place he is apt to regard enameled 
ware as a staple article, standard and 
known to the housewife—and well, 
he thinks, “there isn’t very much to 
say about it in an ad, anyhow.” The 
average hardware dealer, however, is 


beginning to see that he has allowed. 


his store to come to be considered 
rather a men’s store when “women 
don’t come in except to buy things 
when they want them.” Again, the 
dealer says: “The only thing that 
draws a woman is a bargain price, so 
we'll just put ‘saucepan, $0.93, re- 
duced from $1.00,’ and let it go at 
that.” 

And having settled these matters 
to his satisfaction, the hardware 
store ad writer sends his copy to the 
newspaper—and enameled-ware ad- 
vertising is what it is. 

Advertising hardware is selling 
hardware—with the printed word as 
salesman. The modern hardware 
store has such a range of goods ap- 
pealing to such a wide range of cus- 
tomers that in the confusion caused 
by variety this simple truth often 
gets lost in the shuffle. The ideas and 
principles back of successful selling 
are the same as those back of suc- 
cessful advertising. Talking from a 
newspaper page may be a harder job 
than talking from behind the counter 
—but it is the same kind of a job. 


The Customer’s Point of View 


The big point is that advertising 
and selling—hardware or anything 
else—needs a different state of mind 
than buying. Good merchandising is 
good buying and good selling, and 
these need distinctly different atti- 


a: Soa 


You buy goods in lots, 
or car loads, of a cer- 
with a certain trade 
at a_ certain price. 
But that is not the spirit in 
which you sell. Your customer buys 
one thing—which is going to mean 
much to him or her—and wants to 
know just what it is and what it is 
going todo. The stock-room mind is 
not the sales-counter mind. The 
jobber’s invoice is not a good sales 


tudes. 
dozens 
tain grade, 
designation, 

















‘A 
The Chan Ware 
That Brings the Flavor to the Table 

The new stock of enameled ware in our Housefur 
nishing Departtnent will help many good cooks ‘in 
producing dishes that please. 

Enameled ware, with its porcelain-like surface, 
preserves the most delicate flavor 


Vessels for every purpose will be found here by 
early buyers. 


El, size as shown; E2, 3 inches wide 











An example of the ads that are fur- 
nished by manufacturers’ association. 
Your name goes in at the bottom of cut 


talk or a good ad. When you go to 
buy a pair of shoes you don’t buy 
according to the complicated num- 
bers referring to the style, last, finish 
and all the other technical points. 
You want a shoe that fits comfort- 
ably, and gives good wear at a rea- 
sonable price. Your customers buy 
in the same way. Price counts, it is 
true, but the man who is buying 
enameled ware will talk about 
strength and durability and _ the 
woman customer will talk about color 
and working qualities and ease of 
cleaning. 

Where a store’s manager or buyer 
is not its advertising manager as 
well, the latter can keep in mind the 
customer’s side of his message and 
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his sales talk isn’t cluttered up with 
buying talk. But when one man has 
both jobs he has to lead a kind of 
double life. If he does not he is liable 
to get the same kind of results as if 
he mistook a “knight of the grip” for 
a customer or a customer for a sales- 
man. 

The hardware man’s life in the last 
ten years has become more and more 
exciting. He now has to sell every- 
thing from a door knob to an elec- 
tric range—from a potato peeler to a 
self-starting outfit—and if he hap- 
pens to be located properly, a farm 
tractor and threshing machine. The 
result is that the hardware stores sell 
about everybody in the town who can 
walk. Can you sell all kinds of goods. 
to all kinds of customers in the same 
way? Can you sell skates to a boy 
with the same sales talk as you sell a 
woman a vacuum cleaner, or a car- 
penter a hand saw? 


The Modern Advertisement 


The same applies to advertising. 
Look at the advertising in a fifty- 
year-old magazine in the attic and 
compare it with the ads in one the 
mail man just delivered. Look at 
the hardware store ads in a fifty- 
year-old newspaper and compare 
them with those running now. 
There’s a difference in each case—but 
not much of a difference between old 
and new store ads. Why? It is true 
that the biggest advertising brains in 
the world have been developing mag- 
azine ads—millions are spent and 
magazine ads can always look better 
than insignificant ads in a small-town 
newspaper. But—there is a bigger 
reason than appears on the sur- 
face. It is that the whole idea 
back of general advertising has de- 
veloped along certain lines, whereas 
the store ad has stayed behind. Gen- 
eral advertising talks the customer’s 
language—store ads still talk the 
dealer’s language. The hardware 
man has been a better salesman than 
advertiser. 

What is the big, outstanding idea 
in the average store ad? Price and 
“special sale.” What is the out- 
standing idea in good general adver- 
tising? Use, service, efficiency, “‘at- 
mosphere.” 

Of course, store newspaper adver- 
tising has a different proposition 
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from general magazine advertising. 
The style is different, space is differ- 
ent, mechanical printing possibilities 
are different. Price and special sale 
are powerful appeals, and should by 
no means be given up. But there are 
a lot of good principles in general ad- 
vertising in high-class magazines 
which the live hardware dealer can 
use to bring buyers into his store. 

The average hardware or depart- 
ment store ad featuring enameled- 
ware lists a few utensils, displays the 
price in bold-faced type and shows a 
small cut or two of individual pieces 
—which may come out of the print- 
ing press looking like a saucepan or 
just a smudge. 

Surely this advertising sells the 
goods. 

But—does it sell all the goods it 
ought to sell? And does it make all 
the steady customers for the store it 
ought to make? 


Better Advertising Sells More Goods 


An ad can sell a woman one article 
once on a price appeal. But when the 
fellow across the street advertises 
something at a few cents lower than 
you, that woman will go across the 
street. 

These points are well illustrated 
by advertising copy which a number 
of hardware dealers in various cities 
are using this month. These ads 
were prepared by the experts of the 
Service Department of the Asso- 
ciated Manufacturers of Enameled 
Ware, 46 Cedar Street, New York, 
the cuts being distributed free to 
dealers. 

These ads do not take up much 
space—no more than is usually taken. 
The cuts are designed so that they 
will reproduce well on ordinary news- 
paper stock with ordinary newspaper 
printing. The articles are named and 
the prices can be put in in heavy eye- 
catching type. 

But more than these—the illustra- 
tions are attractive and are filled 
with the “homey” spirit which will 
interest a woman. They were drawn 
by artists who draw for the big ads 
in national publications. They have 
the same “atmosphere.” A woman 
may not need any enameled ware at 
that particular moment—but she will 
look at the ad and read it. She'll 
want to look in at the store, anyway. 


Written for the Prospect 


The copy is written in her lan- 
guage. It tells her what the enam- 
eled ware will do for her—not what 
selling it will do for the dealer. It 
doesn’t say, “We have just received 
a carload of enameled ware which 
was delayed so we are selling out.” 
It says, “The new stock of enameled 
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ware will help many good cooks in 
producing dishes that please.” It 
talks about the advantages of 
cooking in enameled ware and how 
the ware preserves flavor. It tells 
how the porcelain-like surface is 
easily cleaned and hints on the bless- 
ings of having a complete outfit in 
the kitchen. All these points appeal 
to the housewife. They give good 
reasons why she should come in and 
buy even if she hadn’t thought of 
buying before she saw the ad. 


How to Sell Enameled Ware 


There’s a whole lot in the way you 
sell an article behind the counter. 
You can handle it and talk about it 
and show it off and wrap it up so as 
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THE PROUD HOUSEWIFE 


will be overjoyed at our 
Enameled Ware Counter 


It is many months since our housewives have had such 
an opportunity to renew their kitchens as at this great 
sale of enameled ware, the c/ean ware. 

Many years of good cooking and freedom from 
pot-washing drudgery are assured by this beautiful ware. 
And at prices to cheer the shrewd bargainer. 


Al, size as shown; A2, 3 inches wide 





Please order size desired by number only. 
Specify whether mats or plates are desired. 

















Every housewife will read an ad that 
shows an ideal kitchen as an illustration 


to make it seem worth a whole lot 
more than it really is. Good selling 
makes the woman feel she is getting 
something for her money—value, 
quality, service and all kinds of at- 
tributes to the things she is buying. 
And by good selling you really are 
selling more for the money—you are 
selling satisfaction. 

And that “something extra,” that 
satisfaction is in these ads. The ad 
which sells not only goods but sat- 
isfaction sells more goods and make 
customers. 
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Coming Hardware 
Conventions 


PANHANDLE HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, A ma- 
rillo, Tex., May 9, 10, 1921. ‘Troy 
Thompson, _ secretary-treasurer,  |el- 
heart, Tex. 

HARDWARE ASSOCIATION OF THE C ARO- 
LINAS CONVENTION AND EXHIBITION, 
Greensboro, N. C., May 10, 11, 12, 13, 


1921. Headquarters, O. Henry Hotel. 
T. W. _ Dixon,  secretary-treasurer, 
Charlotte, N. C. 

AMERICAN HARDWARE MANUFACTUR- 


ERS’ ASSOCIATION CONVENTION, Atlantic 
City, N. J., May 11, 12, 18, 1921. Hotel 


headquarters, Marlborough-Blenheim. 
F. D. Mitchell, secretary-treasurer, 
4106 Woolworth Building, New York 
City. 

SOUTHERN HARDWARE JOBBERS’ As- 


SOCIATION CONVENTION, Atlantic City, 
N.J., May 11, 12, 13, 1921. Hotel head- 


quarters, Marlborough-Blenheim. John 
Donnan, secretary-treasurer, Rich- 
mond, Va. 

SOUTHEASTERN RETAIL HARDWARE 
AND IMPLEMENT ASSOCIATION, com- 
posed of Alabama, Florida, Georgia 


and Tennessee, Convention and Ex- 
hibition, Atlanta, Ga., May 17, 18, 19, 
20, 1921. Walter Harlan, secretary, 
701 Grand Theater Building, Atlanta, 
Ga. 

MISSISSIPPI RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Great Southern Hotel, Gulfport, June 
14, 15, 16, 1921. E. R. Gross, secre- 
tary, Agricultural College. 


BOOSTERS’ SMOKER DATE 


C. C. Dietrich, chairman of the en- 
tertainment committee, announced at 
the last regular meeting of the Hard- 
ware Boosters held Feb. 26 at the 
Hardware Club, New York, that an 
unusual surprise has been arranged 
for those attending the Boosters’ an- 
nual smoker to be held March 14 at 
the Brooklyn Masonic Temple, Cler- 
mont Avenue. The nature of the sur- 
prise is not known even to members 
of the Boosters organization and it is 
rumored in the trade that unusual 
wagers are being laid regarding the 
quality of the “surprise.” 

A rising vote of thanks and appre- 
ciation was tendered S. N. Sears, past 
chief, who spoke on behalf of the trav- 
eling men at the New York State Con- 
vention held recently at Rochester. 
The usual routine business was dis- 
posed of with Chief C. K. Golden pre- 
siding, and the following were elected 
to membership: William F. Zimmer 
and Harold S. Masback. 


The Viking Specialty Co., Worcester, 
Mass., capitalized for $10,000, has taken 
out a Massachusetts charter to mamu- 
facture hardware and tools, and is look- 
ing for a location, preferably in Wor- 


cester. Willis R. Smith, Auburn, is 
president, and William E. Gifford, 
treasurer. 


















Get Ready for Screens and Ventilators 


Right Now With the Spring Cleaning About to Start 


Is Your Opportunity to Impress Upon the Customer 
the Importance of Ventilators and Later Screens 


T is easy to become enthusiastic 

about big things. Effort be- 

comes easy when applied to 
major undertakings. But small mat- 
ters are allowed to “go by the board” 
just because they are small. 

Oftentimes our disposition to de- 
spise or at least neglect small items 
robs us of net profits we really ought 
to have. The same effort, plans and 
push behind incidental items as ap- 
plied, as a matter of course, to other 
bigger things will accomplish, in the 
aggregate, equally as great returns. 

Dealers never hesitate to advertise 
lavishly, have demonstrations and 
push washing machine sales unstint- 
ingly. And it pays. But similar 
sales efforts in behalf of a few neg- 
lected things is apt to roll up sales 
as big as those in the stove depart- 
ment. 

Look at the “5 and 10” stores! 
Millions of dollars in annual sales 
and vrefit columns bulging with big 
figures! And it’s all made up of 
little things so easily neglected. Does 
it pay to sell five and ten-cent goods? 
Well, the Woolworth Building is an 
index finger pointing the way to 
profits. And every city and town of 
any consequence has one or more ex- 
amples of red fronts doing “pretty 
well, thank you.” 

Suppose we concede that the aver- 
age hardware store should abandon 
the bazaar field and let competition 
sell the nickel and dime merchandise; 
still it remains a fact that we stock 
items that can be sold in quantities 
and enrich our always hungry coffers 
profitably. And these items can be 
sold repeatedly because there is a 
universal need, and because they are 
within the range of meager purses. 


Selling Window Ventilators 


Such an item is the window venti- 
lator. There is no restricted mar- 
ket. Every adult visiting the store 
is a live lead. Even if he or she has 
ventilators it is more than probable 
that more could be used advantage- 
ously in the home. Right now, with 


February business over, the money- 
making merchant is looking for sales 
opportunities and the window venti- 
lator is one of the surest sellers this 
The price is not high, 


Season offers. 





but the profit is sufficiently large to 
be fully worth while. 

People know something about ven- 
tilators, but not everyone realizes all 
the advantages they offer, so it might 
be well to have the sales force urge 
these reasons for buying them: 

They permit fresh air to enter an 
room without drafts. Danger of 
colds and like illnesses through 
drafts is absolutely eliminated. 


used in windows of more than one 
size. The small size fits windows 
from 15 to 23 in, wide and the larger 
size cares for the 29 to 49-in. win- 


dows. Intervening sizes will fit any 
window. Height varies from 9 to 
15 in. 


No preparation is necessary for 
their installment. They fit any kind 
of casing. 

They are finished in a neutral color 

















Some wicker ware and summer furniture will make your ventilator and 
screen display more natural 


They keep out dirt, dust, soot, rain 
and snow. That is important from a 
health viewpoint, because dirt and 
dust are harbingers of germs. It is 
equally as important from a stand- 
point of cleanliness, for they prevent 
curtains and draperies from becom- 
ing soiled. The housewife appre- 
ciates the saving of time and labor 
necessary to launder curtains (ex- 
posed to the soot and dirt of open 
windows. 

They are adjustable and can be 
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and harmonize with any woodwork. 

They last for several seasons. 

The health idea has taken a last- 
ing hold on the American mind. Doc- 
tors, teachers, newspapers have made 
a crusade which has enlisted small 
boy and aged man, woman and child 
in the somewhat elusive but ever- 
sought quest of health. A device 
which is patently a health device is 
almost sure to meet with public in- 
terest and generous buying response. 

(Continued on page 114) 





Displaying Abrasive Tools Attractively 














HARDESTE 
SHARPEST. 











Linking Each Tool With 


What It 


Will Sharpen 


Makes Customers Understand What Would Other- 
wise Be a Bewildering Array of Grinders and Whetstones 


F the average person saunters 
down the main street of the town 
for a walk and looks in the shop 

windows and sees an automobile, a 
dress, an icebox or a box of candy, 
he immediately knows their uses, in 
other words they speak for them- 
selves, but, if you were to walk up 
to a hardware window and see a dis- 
play of abrasive materials with noth- 
ing explaining their uses, it would 
immediately become a boring obsta- 
cle to the general public. This would 
be due mainly to the unattractive 
appearance of abrasive materials 
and their usual uniformity of color. 
Abrasive materials can be displayed 
so that they are not only educational 
and interesting, but “customer 


catchers.” 

A few days ago a Jersey commutor 
walked into a hardware store and 
asked for one of those stones that 
a gouge chisel was mounted on in 
the window. After purchasing the 





By DAVID VERRIER 


stone he expressed his pleasure in 
the fact that someone had’taken the 
trouble to manufacture a stone of 
this type for a gouge chisel as here- 
tofore he had usually sharpened his 
gouge chisel by a crude method of a 
piece of abrasive cloth wrapped 
around the dowel. This trends to 
show the effectiveness of a_ well 
trimmed abrasive window. 

I will try to give you a few 
thoughts on abrasive windows that 
I have trimmed and which have 
brought the best results. The first 
natural course must be a clean win- 
dow; second, the window must be 
arrayed in color effect that will at 
least attract the passerby’s attention 
and bring him to the point of ob- 
servation. For this color effect it 
will be necessary to utilize place 
cards; draperies, if possible, and 
most of all a striking background 
that will harmonize with the un- 
attractive article, “Abrasive Materi- 
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al.” Once you get the public to the 
window, whether it be man, woman 
or child, you must endeavor to have 
them not only come to the window 
but to keep them there through some 
particular interest. 

I have taken notice that usually a 
piece of abrasive crystal placed in 
a conspicuous place in front of the 
window will create the first interest. 
It is then necessary to state what 
this crystal is and its composition in 
order to relieve the mental strain of 
the observer. Then let your other 
articles be displayed to the best. of 
your ability. If windows well trim- 
med are equal to salesmen, you must 
naturally employ the best window 
possible. 


Never Overcrowd the Window 


Abrasive windows do not neces- 
sarily have to be flooded with stock to 
attract attention, the reverse being 
the secret, but to try to bring out the 
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jndividual use of the different abra- 
sives displayed. For instance, a 
razor hone in appearance is very 
similar to a regular oilstone, but 
they have no relative uses at all. If 
by placing a razor on the top of a 
group of razor hones, it will natur- 
ally speak for itself. If a pocket 
knife is displayed with blades open 
on a few pocket hones, it will con- 
vey the thought to Willie that he will 
no longer have to suffer the dull 
edge of his pocket knife if he can 
loosen a quarter from Dad. Mrs. 
Smith walks up to the window and 
sees a bread or carving knife placed 
beside a few knife sharpeners. 

A Sportsman’s stone for the fish- 
erman, hunter or camper, whoever 
heard of such a thing? Just let the 
above mentioned realize by a place 
card or a scout hatchet that such a 
thing exists, and note how many you 
sell. Then try to remind the public 
that a handy household package of 
abrasive cloth and paper combined 
for ten cents is not only used in the 
shop but a handy article for the 
home. 

Then comes that ever interesting 
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and indispensable article, the Hand 
Power Grinder. One of these should 
be in every home, individual garage, 
restaurant and delicatessen store. 
This you can easily explain by plac- 
ing on separate grinders around the 
window a hatchet, a knicked plain 
blade, a large butcher knife, a twist 
drill and hundreds of other articles 
that you know will convey the 
thought of their uses. A caricature 
of Father Time with a scythe in his 
left hand, as usual, and a scythe stone 
in his right, in place of the glass for 
once, which will at least take away 
that ever unpleasant thought of the 
fleet of time and the scythe stone will 
give the impression of “Let us make 
hay while the sun shines.” 

Your own thoughts similarly 
worked out will not only prove profit- 
able but be an ever interesting and 
educational article to display Abra- 
sive Material. As a matter of sug- 
gestion booklets, on the uses of Ab- 
rasive Materials for the home, farm, 
shop and garage should be enclosed 
with every purchase during the ab- 
rasive display. This will keep alive 
the value of grinders. 
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GERMANS IN MEXICO 


A reader of HARDWARE AGE who re- 
cently returned from a trip to Chihua- 
hua, Mexico, writes as follows: 

“Our German friends are making a 
strenuous effort for the hardware and 
machinery business. A hardware mer- 
chant in Chihuahua stated that he was 
offered all kinds of prices on cutlery, 
granite ware, low grade builders’ 
hardware, etc., but that uncertainty of 
delivery was a deterrent factor in plac- 
ing orders. He complained bitterly of 
substitution of goods on the part of 
American manufacturers, and _ also 
showed me a lot of American catalogs 
and circulars, all printed in English 
and none giving weights and measures 
in the metric system, which is necessary. 
In a very short time all kinds of busi- 
ness will be very good in Mexico. 
Shelves are empty and most develop- 
ment work has been held back for years, 
but I am afraid that Americans will not 
get a full share unless they go after 
the trade right. Terms made by most 
American houses, who do not have their 
representatives on the ground, are 
absurd. Many old established houses, 
who are very jealous of their stand- 
ing, are frequently asked for cash with 
the order.” 





ARE - PAINTS 





INDSLEY’'s 


. 


ACOMPLETE 
STOCK OF 


So 





SPORTING GO 








Lindsley’s hardware store, Orange, N. J., recently had a most attractive abrasive tool window 
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Pittsburgh Hardware Association Meeting 


At the regular monthly meeting of 
the Pittsburgh Retail Hardware Deal- 
ers’ Association, held in the Hotel Chat- 
ham, Pittsburgh, on Friday evening, 
Feb. 25, Mark Quinn of the J. A. Leows’ 
Sons Co., Braddock, Pa., was in the 
chair in the absence of Samuel K. War- 
ing, the president, who is confined to 
his home by illness. The meeting was 
fairly well attended and a general dis- 
cussion was had by the members on 
hardware matters, particularly in re- 
gard to recent cuts in prices made on 
many lines of goods. Reports were also 
made by some members who attended 
the meeting of the Pennsylvania-Sea- 
board Retail Hardware Dealers’ Asso- 
ciation held in Philadelphia last month. 
It was the consensus of opinion that 
this was in every way the most success- 
ful meeting ever held by this associa- 
tion, and figures show that more than 
50,000 persons passed through the turn- 
stiles. More than 75 per cent of the 
membership of the Pittsburgh Associa- 


“Straight from the Shoulder” 


Cleveland, O., 
February 8, 1921. 
Editor HARDWARE AGE, 
New York City. 


Dear Sir: 
I have carefully read the “Edit- 
orial Comment” published in the 


HARDWARE AGE of December 16 and 
January 27, and wish to say that in 
our opinion this is just the sort of 
propaganda—if it may be so called 
—that is needed. 

At the present time courage is re- 
quired as well as caution, and with- 
out it business cannot go forward. 
Many lack courage but no one seems 
to lack caution at the present mo- 
ment: 

An optimistic, sensible, straight- 
from-the-shoulder talk, such as is 
given in these two articles, is greatly 
needed. Good work, and the writer 
wishes to compliment you upon not 
only your clear thinking, straight 
speaking, but the courage shown by 
expressing yourself as forcefully as 
you have. 

With kind personal 
remain, 

Yours truly, 
H. E. HULBuRD, 
Geo. Worthington Co. 


regards, I 


Serving Dealer and Maker 
Cobleskill, N. Y., 
February 18, 1921. 
Editor, HARDWARE AGE, New York 

City. 

Dear Sir: Perhaps you care to 
pass along to your many hardware 
readers a word of appreciation which 
we can very sincerely hand you for a 





tion was in attendance at the Philadel- 
phia convention, and all report having 
had the time of their lives. 

Two new members were added to the 
Pittsburgh Association, these being the 
Heilman Hardware Co., Duquesne, Pa.. 
and the Donaldson Hardware Co., 
Beaver, Pa. 

At the next monthly meeting of the 
Pittsburgh Association to be held on 
March 28, members of the association 
will have their employees as their 
guests, and dinner will be served by the 
association. At this meeting the lead- 
ing topic for discussion will be the 
“Save the Surface” campaign, which 
has been under way for some months 
all over the country. Charles J. Casper 
of the Pittsburgh Plate Glass Co., and 
C. W. Cousens of Philadelphia, who 
have both been very active in the “Save 
the Surface” campaign, are expected to 
address the meeting on this important 
subject, and an interesting and profit- 
able meeting is anticipated. 


service rendered. Not long ago I 
wrote you, asking where we might 
secure a certain type of electric alu- 
minum percolator, and you gave us 
the names of three or four manufac- 
turers, and we have later learned 
that you took the pains to write 
them, suggesting that they get in 
touch with us. 

It happened that one of them made 
just the model our customer was look- 
ing for; we went after the business 
and secured the order, which we hope 
to deliver in a few days since we 
placed it for a rush parcel post ship- 
ment. 

You’re on the job; the manufac- 
turer receives an inquiry; the jobber 
gets an order; we sell the goods; the 
customer gets her percolator, and 
EVERYBODY’S HAPPY.’ Our hats 
are off to your splendid and obliging 
Service Department. 

Very truly yours, 
Arthur H. Van Voris. 


A Copy for Every Member 


Honesdale, Pa. 
Feb. 16, 1921. 
Editor HARDWARE AGE, 
New York City. 
Dear Sir: , 

Each member of our organization 
from delivery man to manager is a 
subscriber to HARDWARE AGE and we 
ask each one to make suggestions as 
to improved methods that might be 
suggested by the reading of the 
paper. 

We also use HARDWARE AGE at our 
Store Meetings, selecting certain 
features as topics for discussion, 
We find that the use of this pub- 
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lication by the different members of 
our force tends to broaden their 
viewpoint and keep them in touch 
with market conditions, new ;:oods, 
proper display, etc., and very often 
leads to suggestions that prove 
valuable. 

These different ways of using 
your paper have proved valuable to 
us and we believe will help others, 

Yours truly, 
MURRAY COMPANY, 
{ Robt. J. Murray. 


TRADE NOTES 

The Seymour Mfg. Co., Seymour, Ind., 
and the Dunn Edge Tool Co., Oakland, 
Me., have consolidated under the name 
of the Seymour Mfg. Co., Inc., with 
headquarters at 1630 Syndicate Trust 
Bldg., St. Louis, Mo. Walter W. Birge 
will be chairman of the board; Arthur 
B. Birge, president; William M. Ayer, 
vice-president; Lynn Faulkconer, Sr., 
treasurer, and Lynn Faulkconer, Jr., is 
secretary. 





The Cyclone Fence Co., Waukegan, 
Ill., has established branch offices at 
2401 University Avenue, St. Paul, Minn., 
to serve the trade in that city and in 
Minneapolis. The company plans to 
prepare a complete display of its prod- 
ucts for buyers’ inspection. 





John W. Harrington has been made 
treasurer of the Harrington & Richard- 
son Arms Co., Worcester, Mass., suc- 
ceeding George F. Brooks, who retains 
the office of clerk of the corporation. 





The charter of the Donald B. Howard 
Heater Co. has been amended changing 
its name to the Success Heater & Mfg. 
Co., with offices at 1015 Murphy Street, 
Des Moines, Iowa. 





The Peck, Stowe & Wilcox Co., South- 
ington, Conn., tools, etc., has decided to 
carry its own compensation and group 
insurance for employees. Heretofore 
such insurance was carried with a 
Hartford, Conn. company. 





Effective March 1, Charles L. Titus, 
112 Water St., Boston, representative 
of Sargent & Co., New Haven, Conn., 
locks and hardware, will be located at 
1101 Scollay Building, Scollay Sq., 
Boston. 





Philip Rogers was elected president 
of the Millers Falls Co., Millers Falls, 
Mass., tools, at the annual meeting; J. 
W. Smead, vice-president; and ©. W. 
Nims, treasurer. 


A Correction 


The Moore Push Pin Co., Philadel- 
phia, state that it has not sent out a 
notification to its jobbers of an advance 
in the price of its products as was 
stated in the February 24th issue of 
HARDWARE AGE. 





















Using Movies in Your Display Windows 
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YING up with a successful idea 
is a sure way to ride to suc- 
cess. The motion picture idea 

has gripped the public with a Sam- 
son-like hold that cannot be broken. 
The dealer who can and does adapt 
the movie to his business is certain 
of public interest and attention. And 
attention—favorable attention — is 
the first step in selling. 

For two weeks, during a window 
showing and store demonstration of 
fireless cookers, the Peoples Hard- 
are Co., Gary, Ind., had a small mo- 
tion picture machine back of the 
window and by reversing the film 
showed each night a woman in the 
actual process of preparing and serv- 
ing a fireless cooked meal. During 
the day a sign hung in the window 
snd it carried the direct message: 

DELICIOUS FIRELESS COOKED 

DISHES 

At night that sign was taken down 
and the film was shown. The manu- 
facturer furnished the film and a dis- 
carded projecting machine was rent- 
ed from a local movie theater. The 
newspapers recognized the news 
value of the idea and gave the stunt 
considerable mention. 


Blazing the Trail 
Prior to the demonstration 300 
typed letters were sent out to women 





How the Peoples Hardware Co., Gary, Ind., Called 
Attention to Its Windows and Sold Fireless 
Cookers—The Letter That Preceded 


who could buy a fireless cooker but 
had not done so. The response was 
large. The sales averaged three a 
day for twelve days. Pretty good, 
eh? This letter is commended be- 
cause it is a good one, particularly 
because it talks about the customers 
and what they are interested in. It 
is a “YOU” letter and not a “we” 
or an “I” letter. It is well to always 
write a sales letter around the cus- 
tomer—or the “you” idea and not 
around the store or the ‘“‘we idea.” 

Here is the letter that, with the 
movie and a cracker-jack window, 
sold 36 cookers in a city of 30,000 in 
two weeks: 

Peoples Hardware Co., 
’Phone 19 
Gary, Ind. 


Oneida 


the Movies 


attend this demonstration and 
taste the delicious things cooked 
in this time and money saving 


cooker. 
Find out how to cut down 
your fuel bills 80 per cent. 


Learn how food can be saved and 
taste better. Learn the comfort 
you will have and how your time 
will be spared from long hours 
in the kitchen. 
Will YOU come? 
Very truly, 
PEOPLES HARDWARE CoO., 
Per C. M. Hettner, Pres. 


Community, 
creases Its Stock 








Ltd.. In- 


Dear Madam: 

You, being a good cook, take 
great pride and pleasure in pre- 
paring a delicious meal. 

On Oct. 11, 12, 13, 14, 15, 16 
an expert demonstrator will be 
here to reveal to you the un- 
dreamed possibilities of fireless 
cooking. 

We know you will be interest- 
ed in having the opportunity to 
find out what the remarkably ef- 
ficient fireless cooker will do. 

Please be one of the ladies to 
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Stockholders of the Oneida Com- 
munity, Ltd., Oneida, N. Y., have voted 
to increase the capitalization 
$4,500,000 to $7,000,000, an increase of 
$2,500,000. The additional capital will 
be obtained from a new stock issue of 
$1,000,000 common stock and $1,500,- 
000 preferred shares. 

At the present about 1600 employees 
of the company hold shares of common 
stock. An opportunity will be given for 
workers to increase their holdings and 
for those who did not buy the last issue 
to take advantage of new allotment. 


from 








Winnipeg Holds Auto Equipment Show 


Much Success Attends the First Show of Its 
Kind of Western Canada—To Be Yearly Feature 


ESTERN CANADA has had 

\ its first automotive equip- 
ment show which met with 

such success that the committee of 
arrangements intend to make it the 
forerunner of a regular annual 
event. Each year this part of the 
Dominion will have its display of 


ican continent will be the two 
American shows and the annual 
show of Western Canada. Holding 
a show at Winnipeg fills a long felt 
need as the nearest city of size in 
the Dominion is Toronto. 

Although the Board of Trade 
Auditorium is of fair size it is ex- 


Many motorists came across the 
border to see the Winnipeg show 
and all that came were pleased. 
The friendly relationship existing 


between the United States and 
Canada was exemplified in the 
decorations, which ‘consisted of 


grouped flags, including the Union 




















One view of the Winnipeg Automotive Accessory show that was recently held in the western Canada city. The 
many booths were well attended during the time that the hall was open 


automotive equipment. The show 
was held the week of Feb. 14, 1921, 
at the Board of Trade Auditorium 
in Winnipeg, the capital of Mani- 
toba, and Canada’s third city in 
size, 

Those who attended the Winni- 
peg exhibit rank it with the big an- 
nual shows of New York and Chi- 
cago and look to future when the 
three big shows of the North Amer- 


pected that much larger quarters 
will have to be obtained for next 
year’s event, as a little more pub- 
licity would, it is thought, bring in 
a host of the English manufactur- 
ers who would want to have an ex- 
hibit. The booths were well ar- 
ranged and spacious aisles between 
displays gave the visitors ample 
“elbow room,” a feature seldom 
found at business shows. 
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Jack, the Canadian flag and the 
Stars and Stripes. 


Hold Big Banquet 


E. W. Hamilton was general 
chairman for the show and was 
also presiding officer at the ban- 
quet held by the exhibitors at the 
close of the show. At the dinner 
Mr. Hamilton told of many compli- 

(Continued on page 114) 
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UNFORTUNATE ADVERTISING 


T is a sad commentary on modern advertising when any firm, through carelessness or 
overzealousness, allows anything to appear in its advertising matter which, directly or 
indirectly, reflects upon others. 


q It is poor advertising. More than that, it is unprofitable advertising. 


q In a recent issue of Printers’ Ink there appears a double-page advertisement of a na- 
tional home publication. It pictures the interior of a retail store with a very attractive 
housewife purchasing her daily needs. So far wei: and good. But the picture does not stop 
there. Behind the counter appears a retail salesman, coatless, his sleeves rolled up, his 
vest unbuttoned from top to bottom, a straw hat perched at a rakish angle on the back of 
his head, and a cigar in his mouth. , 


q That part of the advertisement cannot fail to impair the reputation and the morale of the 
retail salesman. It is likewise a serious reflection upon the intelligence and ability of thou- 
sands of American retail merchants. 


q The selling of merchandise is an honorable vocation. The salesman has the same pride 
in his chosen work as has the lawyer, the doctor, or the publisher. He very naturally 
resents any imputation that his appearance or actions are such as would cause unfavorable 
comment. 


q True, the clerk, or as we prefer to call him, the retail salesman, is by no means perfect. 
Neither is the merchant. Few of us are. Certainly, however, these men whose earnings and 
profits come solely from the service of selling are not as a class guilty of any such breach 
of courtesy as this advertisement would indicate. 


q In the picture the lady is represented as smiling. In real life her face would in all 
probability express displeasure. This fact alone reveals the picture as a product of imag- 
ination rather than fact. Yet truth is always the foundation of really productive advertising. 


q Retail merchandising has in the past few years grown to tremendous proportions. It 
has shown real development and progress. Its growth has been due to good business 
methods, service, courtesy, and salesmanship. 


q Retail merchants, as a class, are leaders in their communities. They stand well with their 
customers and with the manufacturers and wholesalers from whom their stocks are pur- 
chased. They rank among the preferred customers of sound banking institutions. 


q And yet—business men who look upon the picture referred to are unconsciously influ- 
enced to regard the salesman as careless and discourteous. It causes them unconsciously to 
underrate the retailer’s ability as a merchandiser, and by that very fact it undermines his 
importance and his credit. At the same time it actually adds nothing to the value of the 
advertisement. 


q Undoubtedly the advertisers had not the slightest intention of offending or injuring 
anyone. They meant only to convey in a pleasing manner the impression that their mag- 
azine influences women to buy from retail stores the merchandise advertised in its columns. 
Unfortunately the impression conveyed may easily be just the opposite. It was honestly 
meant as a bit of constructive advertising. In reality it is in part destructive. 


q The fault lies in the misconception of the artist rather than in the intention of the ad- 
vertiser. It reflects a lack of knowledge regarding merchandising as exemplified in the 
great majority of retail stores to-day. The underlying idea was good, but it was distorted 
in the making. 


q And so, while the unfavorable reflection on the merchant and his salesman is, without 
doubt, unintentional, it certainly brings out very forcibly the necessity for more careful 
analysis of advertising copy and illustration; for more faithful attention to accuracy of 
detail. 


q Only by such methods can the dignity, the prestige, and value of advertising be main- 
tained. 
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Southern Jobbers’ Case Before Commission 


Hearings on Charges That Co-operative Buying Associations 
Have Been Cut Off—Congress Plans Revenue Readjustment 


Washington, March 7, 1921. 

cr HE Federal Trade Commission is 
[ siceine up some interesting infor- 

mation concerning the methods of 
hardware jobbers and retailers in con- 
nection with the hearings now in prug- 
ress upon the Commission’s complaint 
against the Southern Hardware Job- 
bers’ Association and certain of its 
leading members and officials. Up to 
date, however, very little has been de- 
veloped in support of the Commission’s 
charges, and at least one of the prin- 
cipal witnesses has given some very 
valuable evidence for the defense. 

The complaint against the Southern 
Hardware Jobbers’ Association was 
filed several months ago, but it was 
only recently that the Commission was 
able to get down to brass tacks and pro- 
ceed with actual hearings. Hearings 
have been held in New York City and 
Atlanta, Georgia, and probably will be 
held in several other Southern cities 
before the case is concluded. The 
charges embodied in the Commission’s 
complaint are substantially as follows: 


Charges Against the Jobbers 


“PARAGRAPH ONE: That the re- 
spondent, the Southern Hardware Job- 
bers’ Association is a voluntary asso- 
ciation the members of which, about 
350 in number, are persons, partner- 
ships and corporations engaged in the 
business of buying and selling hard- 
ware in wholesale quantities through- 
out certain Southern States of the 
United States; that the respondents, 
George E. King and John Donnan, are 
president and secretary, respectively, 
of said respondent, the Southern Hard- 
ware Jobbers’ Association; that the re- 
spondent, King Hardware Company, a 
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corporation, the Beck & Gregg Hard- 
ware Company, Dinkins-Davidson 
Hardware Company, Crumley-Sharp 
Hardware Company, partnerships, are 
members of the respondent, Southern 
Hardware Jobbers’ Association, and 
are engaged in the business of buying 
and selling hardware in wholesale 
quantities in the City of Atlanta, State 
of Georgia, and purchase hardware in 
the various States of the United States 
and cause same to be transported there- 
from to the State of Georgia, where 
the products and commodities are resold 
by said respondents to purchasers in 
the State of Georgia and other States 
adjacent thereto, and said respondents 
cause said products and commodities to 
be transported when resold, from the 
State of Georgia, through and into 
other States of the United States. 
That the members of said Southern 
Hardware Jobbers’ Association are so 
numerous that all of said members 
cannot, and without manifest incon- 
venience and oppressive delay, be made 
respondents herein, but the members 
which are made respondents herein are 
fairly representative of the entire 
membership. 

“PARAGRAPH TWO: That certain 
retail dealers in hardware in the State 
of Georgia and States adjacent there- 
to, within the year last past, organized 
under the laws of the State of Dela- 
ware two corporations, viz., the Mer- 
chants’ Co-operative Association and 
the American Purchasing Company, for 
the purpose of purchasing in wholesale 
quantities through the instrumentality 
of said corporations all hardware and 
supplies dealt in by such retail dealers. 
The stock of such corporations was to 
be subscribed by said retail dealers and 
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thé profits arising from the business of 
such corporations were to be dis- 
tributed to its stockholders as divi- 
dends. That at the outset said corpora- 
tions undertook to purchase supplies 
for their stockholders from the W. A. 
Ray Hardware Company of Pensacola, 
Florida, upon an arrangement made 
with that company that it should have 
for the service thus performed compen- 
sation aggregating 5 per cent of the 
cost price of all supplies so procured. 


Boycott of Co-operative Concerns 
Alleged 
“PARAGRAPH THREE: That the 


respondents have conspired and confed- 
erated together with themselves and 
with other persons and particularly 
with other members of said respondent, 
the Southern Hardware Jobbers’ Asso- 
ciation, to prevent the said Merchants’ 
Co-operative Association and American 
Purchasing Company from obtaining 
from manufacturers and other usual 
sources from which purchasers of hard- 
ware in wholesale quantities must ob- 
tain supplies, either directly or through 
the assistance of the said W. A. Ray 
Hardware Company, and said respond- 
ents have, by boycott and threats of 
boycott and other unlawful means In- 
duced manufacturers and others to re- 
fuse to sell their products to said Mer- 
chants’ Co-operative Association and 
the American Purchasing Company, 
and such manufacturers and their 
brokers were informed by respondents 
that if they sold their products to said 
Merchants’ Co-operative Association 
and the American Purchasing Company 
that the members of said Southern 
Hardware Jobbers’ Association would 
not thereafter purchase any of the 
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products of such manufacturers, and 
by means thereof manufacturers of 
hardware generally were intimidated to 
the extent that they thereafter refused 
to sell their products to said Mer- 
chants’ Co-operative Association and 
the American Purchasing Company. 
That the machinery of said Southern 
Hardware Jobbers’ Association was 
employed by its officers and members 
in bringing about and making effective 
the boycott as herein set out. 

“PARAGRAPH FOUR: That the 
use by each and all of said respondents 
severally and in their common interest, 
of the above mentioned practices, is an 
unfair method of competition in com- 
merce within the meaning of Section 5 
of an Act of Congress entitled, ‘An 
Act to Create a Federal Trade Com- 
mission, to define its powers and duties, 
and for other purposes,’ approved Sep- 
tember 26, 1914.” 


President Reierson Testifies 


The most interesting witness who has 
thus far been heard in this case was 
Charles L. Reierson, president of the 
Remington Arms Company, who was 
called by the Commission to prove that 
certain large manufacturers were 
coerced by the Southern Hardware Job- 
bers’ Association to refuse to make 
shipments of their products to the W. 
A. Ray Hardware Company for distri- 
bution to the members of the Mer- 
chants’ Co-operative Association, and 
the American Purchasing Company. 
Information had reached the Commis- 
sion that Mr. Reierson had made cer- 
tain statements supporting the Com- 
mission’s charges, but when placed. on 
the stand, Mr. Reierson proved a poor 
witness for the Government and a very 
good one for the defense. 

Upon cross-examination by counsel 

for the respondents, Mr. Reierson also 
put into the record an interesting state- 
ment in which he gives the reasons why 
big manufacturing concerns prefer to 
avail themselves of the services of job- 
bers rather than distribute direct to 
retailers, and, in answer to a few 
pointed questions, differentiated 
sharply the standard jobbing organiza- 
tion from the Merchants’ Co-operative 
Association and other similar agencies 
organized by retailers for the purpose 
of buying direct from producers. 
Mr. Reierson was asked at the open- 
ing of his testimony whether he had 
not said that delivery to the W. A. Ray 
Hardware Company by the Remington 
Arms Company of a carload order had 
been delayed until the shippers had sat- 
isfied themselves that the shipment was 
not to be used to the detriment of other 
jobbers’ business in that territory 
which was not normally covered by the 
Ray concern. 


Credit Uncertainty Was Real Reason 


“That is only partially correct,” he 
said. “That was only a partial reason 
for delaying the car. The real reason 
was a matter of credit. Through no 
fault of Mr. Ray, who has long been a 
customer of our company, unfortun- 
ately practically all banks in Pensa- 
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cola had gotten into trouble and his 
funds were tied up at that time and he 
could not tell, nor could we, what con- 
ditions would be brought about by that 
situation; hence this car and another 
he ordered later were held up by our 
treasurer until he could find out just 
how and when payments would be 
made.” : 

A vigorous effort was made by coun- 
sel for the Commission to secure an 
admission from Mr. Reierson that he 
had been induced to modify his original 
statement concerning the Ray transac- 
tion, but without success. 

On cross-examination Mr. Reierson 
was asked as to whether it was the 
practice of his company in distributing 
its goods throughout the South to ship 
to the retail trade direct, or simply to 
sell to jobbers. 


Distribution Through Jobbers 
Economical 


More 


“We think it is much more economi- 
cal,” Mr. Reierson responded, “to dis- 
tribute through the jobber. Our feel- 
ing in the matter is that the jobber 
purchases in large quantities, thereby 
becoming entitled to a better price than 
we could afford to give the retailer in 
the smaller quantities, which he would 
have to purchase if we sold him di- 
rect; moreover, the jobber ships almost 
entirely in carload lots to his own 
jobbing point, thereby getting the bene- 
fit of the carload rate for freight, 
added to which the local rate for 
freight from his jobbing point to the 
retail points within the radius of his 
distribution is less than the straight 
freight rate would be from the factory 
to the retailer. 

Further, the retailer, if he were buy- 
ing from us, would have to buy in 
larger quantities because of the length 
of time necessary to get the goods, not 
only on account of the delay in trans- 
portation but because the manufac- 
turer is not always ready to ship the 
day the order is received. It might be 
months before he could ship. The re- 
tailer might, therefore, be so long in 
getting his goods—especially season- 
able goods like loaded shells—that he 
would have no use for them. The job- 
ber, on the other hand, being but 
twenty to fifty miles away, could sup- 
ply him according to his needs. This 
would mean a smaller investment for 
the retailer and a much quicker trans- 
action.” 


Direct Sales Are Costly 


“Is it not a fact,” asked counsel for 
the respondents, “that your company 
places your goods in the hands of the 
consumer more economically for your- 
selves, the wholesalers and retailers, 
and for the consumers, by selling ac- 
cording to the principles you have laid 
down than if you were to sell the re- 
tailers direct?” 

“We are convinced of it,” replied the 
witness. 

“T have heard a manufacturer say,” 
remarked counsel, “that it would cost 
him 15 per cent to deliver his goods if 
he should sell them direct to the re- 
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tailer, whereas it only cost him one- 
half of one per cent to sell to the job- 
ber. What do you say to that?” 

“We have never figured it out on a 
percentage basis,” replied the witness, 
“but we feel that it would be very much 
more expensive to sell to the retailer 
direct.” 

“Does the method you are pursuing, 
of sale to the jobber,” asked counsel, 
“come about because of sound business 
principles and conclusions as to the 
proper way of doing business, or is it 
the result of coercion or influence of 
any kind or character, whatever, 
brought to bear upon you by the South- 
ern Hardware Jobbers’ Association?” 

“It is entirely our own policy,” re- 
plied Mr. Reierson. 

“Now supposing, however,” continued 
counsel, “that there was a camouflage 
corporation organized by 50 retail deal- 
ers, the purpose of which was to con- 
duct a supposed jobbing company, and 
you should ascertain that, instead of 
deriving dividends on their stock, each 
retailer would receive a rebate every 
time he bought of this company, thus 
enabling each retailer to buy on a job- 
bing basis; would you consider such an 
organization as that to be a real job- 
ber?” 

Counsel for the Commission objected 
to this question as being leading and 
too broad, but after a sharp clash be- 
tween the lawyers, the examiner di- 
rected the witriess to answer, which he 
did, as follows: 


Would Carefully Investigate Such Job- 
bers 


“T should say that in the case of an 
application being made to us by that 
kind of a jobber, or any other jobber to 
whom we had never previously sold, we 
would follow our usual mode of pro- 
cedure, which would be to make a very 
careful investigation of the organiza- 
tion as to its financial status and gen- 
eral credit condition to satisfy our- 
selves that it was a bona fide jobbing 
concern suchas we endeavor to confine 
our relations to. If we found anything 
out of the ordinary to lead us to feel 
that the business was not going to be 
conducted as we have always assumed 
the jobbing business would be con- 
ducted, it would cause us to hesitate to 
add that jobbing concern to our job- 
bers’ list, and we would have to be con- 
vinced as to its methods and character 
before putting it on. We are very 
careful about adding new jobbers be- 
cause we want all these doubtful ques- 
tions settled in advance.” 

On re-direct examination, counsel for 
the Commission asked the witness 
whether he would take into account 
“the fact that the Southern Hardware 
Jobbers’ Association did not consider 
such a concern as that described to be 
a legitimate jobbing house,” to which 
Mr. Reierson replied: 

“If we did learn that jobbers apply- 
ing for our line of goods had been re- 
fused membership in the Association, 
it would probably cause us to investi- 
gate very closely for ourselves. Never- 
theless, we do sell regularly, and have 
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for many years, to jobbers who are not 
members of this Association, or any 
other jobbers’ association.” 

I have given you merely a snapshot 
at the case against the Southern Hard- 
ware Jobbers’ Association. Much evi- 
dence remains to be taken and it is too 
soon to appraise the outcome of the in- 
vestigation. 


Congress to Tackle Revenue Revision 


Congress having adjourned and the 
Republican leaders being engaged in 
planning comprehensive revenue read- 
justment, involving both tariff and in- 
ternal revenue changes, great interest 
has been aroused by a measure intro- 
duced in the House during the closing 
days of the session by Representative 
Longworth of Ohio, one of the veteran 
members of the Ways and Means Com- 
mittee. This bill proposes the repeal 
of what Mr. Longworth styles tha 
“more obnoxious” of the war taxes and 
substitutes more acceptable tax meas- 
ures without, however, authorizing the 
sales tax concerning which there has 
been so much discussion of late. Con- 
cerning the general scope of his meas- 
ure and the reasons for presenting it 
at this time, Mr. Longworth, in a care- 
fully prepared statement says: 

“In this bill four of the principal 
taxes are repealed or amended—the 
war and excess profits taxes are re- 
pealed, the surtaxes on the higher in- 
comes are reduced to a maximum of 40 
per cent, the transportation taxes are 
repealed and the tax on soda water and 
ice cream, etc., is repealed. This will 
cause a loss of revenue, according to 
the most recent Treasury estimates, of, 
in round numbers, $890,000,000, item- 
ized as follows: 


“Reduction of income taxes 
to a maximum of 40 per 


ES:..siiuhosiwsahwesare $124,000,000 
“Repeal of excess profits 
eT OE ee 450,000,000 


“Transportation of freight 
at 3 per cent. ......... 156,000,000 


“Transportation of persons 


ee a 120,000,000 
“Seats, berths and state- 

rooms at 8 per cent. .... 6,000,000 
“Fountain drinks, etc. .... 40,000,000 


More Money From the Tariff 


“The bill provides in part for the 
restoration of the revenue from other 
sources. In the first place I estimate 
that a tariff law based upon the pro- 
tective principle which will no doubt 
be passed before the adjournment of 
the next Congress will produce a 
revenue in addition to that now re- 
ceived from the customs houses of, in 
round numbers, $350,000,000. It will 
therefore be necessary to provide addi- 
tional revenue to the extent of some- 
thing like $540,000,000. 

“I propose in this bill to repeal the 
present exemption of $2000 for the in- 
come of corporations and to place an 
additional tax upon corporation in- 
comes of 5 per cent. This, according 


to the most recent Treasury estimates, 
will produce a revenue of somewhere 
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between $450,000,000 and $500,000,000. 
This, together with the expected rev- 
enues from customs, will very nearly 
make up the loss from the repeal and 
amendment of the taxes above enumer- 
ated, and I have reason to anticipate 
that the saving possible in appropria- 
tions will more than make up the de- 
ficit. 

“The high spot of this plan, it seems 
to me, is that it evidences the possibil- 
ity of cutting down war taxes to the 
extent of more than $850,000,000, with- 
out providing for any new principle of 
taxation such as the various sales taxes 
that have been proposed or a tax on the 
undistributed profits of corporations, 
all of which are of a highly controver- 
sial nature. 


Everybody for Repeal 


“J think that almost everyone is 
agreed as to the advisability of the re- 
peal of the war and excess profits 
taxes, the transportation tax, and the 
soda-water tax. As to the advisability 
of the reduction of the surtaxes on the 
big incomes, there may be differences 
of opinion, but it seems to me that ex- 
perience has proved its advisability. It 
can not be expected that taxes as high 
as 70 per cent on big incomes will be 
collectable in time of peace. 

“The temptation of such taxpayers 
to put their property in tax-exempt se- 
curities, or to divide it up among mem- 
bers of their families, or to pile up 
surpluses in corporations instead of 
distributing the profits, is and has 
proved to be irresistible. It is to be 
noted that only one income as high as 
$5,000,000 has been reported this year, 
and very few indeed of more than a 
$1,000,000. This simply proves that 
since these high surtaxes have been in 
force, that they have been avoided in 
various ways. 

“The result is damaging to the pub- 
lic interest because it withdraws from 
investment in the profitable channels 
of trade huge amounts of money. I 
believe that if the maximum tax was 
40 per cent, this money would be with- 
drawn from tax-exempt securities and 
be reinvested in a manner which would 
be of benefit to the public. 


To Facilitate Final Settlements 


“Another very important feature of 
the bill is that it proves a method of 
final settlement of disputed taxes. Un- 
der the existing law no such final set- 
tlement is possible, and there is to-day 
involved in dispute more than $1,250,- 
000,000. Under this bill a method is 
provided of making final settlement 
which cannot be afterwards reopened 
or set aside. This is described by the 
Secretary of the Treasury as a matter 
of ‘major importance,’ and will no 
doubt result jn the coming into the 
Treasury of hundreds of millions of 
dollars. 

“The remaining provisions of the bill 
are all in the direction of the simplifi- 
cation of the taxation system and the 
bringing of it up to date. 

“T intend to reintroduce this bill at 
the opening of the next session and to 





March 10, 1921 





press for immediate action upon it. I 
believe that the enactment into law of 
some such measure as this will have a 
wonderfully healthful effect upon busi- 
ness generally and would tend very 
generally in the reduction in the cost of 
living to the high cost of which the 
excess profits tax has been, in my opin- 
ion, one of the main contributors.” 


Wage Scales Now Declining 


7 Department of Labor is in re- 
ceipt of the January report of the 
New York State Labor Commission 
showing diminished earnings by fac- 
tory workers, due to reduced wage 
rates, the reductions varying from 5 
to 33 per cent. 

The number of workers definitely 
known to have been affected constitute 
about 5 per cent of the total number of 
workers covered by the report. The 
number actually affected probably is 
much greater. 

The report discloses the first evi- 
dence of a downward revision of wage 
rates. The average weekly earnings 
for the month were $27.61—74 cents 
less than the average for December. 

This is the third consecutive de- 
crease since October, when the average 
wage was $28.93 a week. The reduc- 
tion in earnings during the latter part 
of 1920, the commission says, was 
largely due to part-time work. Al- 
though part-time employment is chiefly 
responsible for the drop in earnings 
during January, a large number of re- 
ports show wage reductions. 


Heavy Cuts Are Recorded 


“The industries in which the reduc- 
tions in wage rates were more con- 
spicuous,” says the report, “are cement 
and plaster, iron and steel, boilers and 
radiators, machinery, automobile re- 
pairing, instruments and appliances, 
leather gloves, silk gloves and hosiery, 
cotton cloth, knit goods and miscellane- 
ous sewing. 

“In the leather glove industry, the 
decrease was general and amounted to 
20 to 30 per cent. A number of firms 
have announced reductions in wage 
rates to take effect in the succeeding 
months and this fact points to a grad- 
ual recession in the wage level in the 
near future. 

“Increases in earnings from Decem- 
ber to January were reported in fire- 
arms, cutlery, automobiles, fur goods, 
buttons, brushes, miscellaneous paper 
goods, men’s furnishings, women’s 
clothing, millinery, laundering, flour 
and cereals, meat and dairy products, 
and confectionery. 

“In most of these industries gains in 
earnings follow decreases in earnings 
reported in December. The gain in the 
women’s clothing industry is the re- 
sult of seasonal activity.” 

A Slump in Foreign Trade 

Decreases in both imports and ex- 
ports in January are shown in a state- 
ment just issued by the Bureau of 
Foreign and Domestic Commerce of the 
Department of Commerce. 


(Continued on page 114) 
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Office of HARDWARE AGB, 
239 West 39th Street, 
New York, March 7, 1921. 

ONDITIONS in the local market 
(jsontinue relatively quiet, although 

there seems to be an increasing 
amount of scattered buying interest 
manifesting itself throughout this sec- 
tion. 

Retail stocks are, generally speaking, 
small. During the past few weeks 
there has been increasing evidence 
throughout the trade that dealers are 
prepared to carry larger stocks of 
spring merchandise than their shelves 
and bins have held for some time. 

Interviews with representative job- 
bers, manufacturers’ agents and re- 
tailers during the past week lends 
weight to the growing conviction that 
the buying strike on the part of the 
general public has to a large extent 
come to an end. The one thing above 
everything else that seems to interest 
everybody is prices. As one large New 
York jobber expressed it, during the 
past week, there is plenty of buying 
interest wherever and whenever prices 
are sufficiently attractive. 

Jobbers are beginning to fill orders 
for spring merchandise, and if evidence 
were needed to substantiate the belief 
that buying is gradually increasing 
some of the orders that are being filled 
in the local market could logically be 
offered as satisfactory proof. 

Quite a number of price revisions 
were reported during the past week. 


The American Screw Co., Providence, 
R. |., In announcing a new discount sheet, 
States that these discounts are subject to 
change without notice, but are guaranteed 
against its own decline up to June 30, 1921. 

‘Gem” truck casters, No. 437 to 637, are 
now subject to local jobbing discounts of 20 
per cent, and sizes B7 and larger 40 per cent, 

Fire shovels have been reduced by some 
of the local jobbers 20 per cent. 

Jobbers are quoting Coes wrenches, full 
Packages, at one-third off. Nicholson files, 
50 and 5 per cent; American and Arcade 
files, 60 per cent discount. 

Emery cloth (B. A. & Co.), 5 per cent 
discount from jobbers’ list. 

Copper rivets and burrs are being quoted 
at one-third off. 

“Liberty” halter and coat chains, 20 and 
10 per cent off; “Liberty” machine chain, 
one-third off, 

“Samson” jacks are being quoted list 
Plus 10 per cent. 


_ Boits and Nuts.—Interest in these 
items continues mild but consistent, 
and a few alterations in jobbing dis- 
counts are reported herewith. 


Common Carriage Bolts.—% x 6 and 
smaller, 40 and 5 per cent; longer and 
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thicker, 40 and 5 per cent; machine bolts, 
all sizes, take a discount of 40 and 5 per 
cent. Stove boits, 70 and 10 per cent; com- 
mon tire bolts, 50 per cent; sink bolts, 70 
per cent. 

Hexagon machine screws, nuts, iron, 20 
per cent. Brass, 4/32 to 8/32 in., 50 and 10 
per cent; 10/32 to 12/32 in., 40 per cent; 
14/32 in., 30 per cent; Lock washers, 40 per 
cent. 

Seml-finished hexagon nuts, 9/16 and 
smaller, 50 and 10 per cent; 54 and larger, 
50 and 10 per cent. Lag screws, 45 per cent. 

Toggle bolts, steel, bright finish, 50 per 
cent. 

Iron rivets, 35 and 5 per cent; copper riv- 
ets, 50 and 5 per cent; black tinners’ rivets, 
35 and 5 on new list; tin tinners’ rivets, use 
black list plus $7.25 per 100 Ib. 

Farming Tool Handles.—Increasing 
interest is becoming more apparent in 
all articles that are listed under the 
category of spring merchandise. Local 
jobbing quotations seem to be quite 
firm in this line and stocks are adequate 
and well assorted. 

Hay fork handles, bent, 5 ft., $5 plus 5 
per cent; 6 ft., $7.70 plus 5 per cent; hay 
fork handles, straight, 5 ft., $4.20 per doz. 
plus 5 per cent; 6 ft., $6.70 per doz. plus 5 
per cent. Long handle manure fork handle, 
$4.40 per doz. plus 5 per cent; wooden D 
manure fork handle, $6.90 per doz. plus 5 
per cent. Six-ft. rake handle, $6.20 per doz. 
plus 5 per cent. Shank hoe handle, $3.40 
per doz. plus 5 per cent. Spade handles, 
$7.10 per doz. plus 5 per cent. Malleable D 
spading fork handle, $5.75 plus 5 per cent. 
Wooden D spading fork handle, $6.90 plus 
5 per cent. 

Farming tool handles generally are quoted 
in this section at discount plus 5 per cent. 
Pick, sledge, hammer and hatchet handles 
are quoted discount plus 5 per cent. Axe 
handles, discount plus 60 per cent. 

Fly Swatters.——Spring orders have 
shown quite a good deal of interest in 
these articles. Jobbers’ stocks are said 
to be in good condition, and prevailing 
prices in this territory are as follows: 

Fly swatter, wire mesh cloth, 4% x 8 in. 
stained bass wood handle, 55c. per doz, net. 
Same, corduroy bound, wood handle, 70c. 
per doz. net. Wire cloth fly swatter, black 
enamel handle, 85c. per doz, Tempered 
steel wire swatter, black wood handle, 14% 
in. over all, 90c. per doz. net. Baby fly 
trap, galvanized wire cloth, tin cover and 
base, height 5% in., diameter 4 3/16 in., 85c. 
per doz. net. 

Galvanized Ware.—Sporadic buying 
seems to characterize the galvanized 
ware market. Stocks are reported to 
be ample. Prices vary a good deal in 
different sections of the city. 

Galvanized sheet is being quoted: No. 28 
gage, $6 to $6.25 per 100 Ib. 

Galvanized pails, 8 qt., $3.15; 10 qt., $3.55; 
12 qt., $3.90; 14 qt., $4.40; 16 qt., $5.30. Wash 
tubs, No. 1, $15.20 per doz.; No. 2, $16.80; 
No. 3, $20, all prices per dozen. 

Glass Drawer Knobs.—All the inter- 
est in drawer knobs that persisted for 
so long a time seems to have shrunk 


away to nothing, as there is at present 
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comparatively little interest being 

shown these items. Stocks are plenti- 

ful, and prices substantially firm. 
Glass drawer knobs, bolt and nut, nickel 


plated, %-in., $2 per doz.; same, 1%-in., 
$2.40 per doz.; same, 1%-in., $3 per doz, 
Glass drawer knobs, fancy design, brass 
mounting, iron screw, %-in., $2.50 per doz.; 


same, 1%-in., $3.10 per doz.; same, 1%-in., 
$3.40 per doz. Plain glass drawer Knobs, 
brass mounting, iron screw, %-in., $2.50 per 
doz.; same, l-in., $2.75 per doz.; same, 1%- 
in., $3.10 per doz.; same, 1%-in., $3.40 per 
doz. 

Lanterns.—Lanterns cannot be said 
to be plentiful in the local market, al- 
though there is nothing in the nature 
of a shortage. The demand is not es- 
pecially active and prices are firm. 

Hy-Lo tin lanterns, $9.50 per doz. Victor 
tin lanterns, $9.50 per doz. Monarch tin 
lanterns, $9.50 per doz. Junior brass lan- 
terns, $18 per doz. Blizzard tin lanterns, 
$14.50 per doz. Buckeye dash lanterns, 


$14.75 per doz. Roadster wagon lanterns, 
$18.50 per doz. De Lite lanterns, $14.50 per 


doz. Little Wizard lanterns, $11.75 per doz. 
Eureka driving lanterns, plain lens, $19 
per doz. Watchmen’s mill lanterns, enamel 


finish, $25 per doz. Imperial platform lan- 
terns, $9.75 each. 

Leader Hooks.—Small scattered in- 
terest seems to prevail in this section 
for these items, which are being quoted 
as follows: 


Leader hooks, wrought iron, plain, 2-in. 
pipe, 80c. per doz.; for 3-in. pipe, 95c. per 
doz.; for 4-in. pipe, $1.25 per doz., and for 
6-in. pipe, $1.65 per doz. Same, tinned, 
2-in. pipe, $1.20 per doz.; for 3-in. pips, 
$1.50 per doz.; for 6-in. pipe, $2.50 per doz. 

Linseed Oil.—Little new business is 
being conducted in the linseed oil mar- 
ket at the present time. Buyers seem 
to be content with confining their pur- 
chases to a few small lots to cover 
actual requirements. 


The carload price is helf at 67c. to 70c.; 


less than carload lots, but more than 5 bbl., 
70ce. to 73c. per gal.; less than 5 bbl. lots, 
73c. to Téec. per gal. It should be noted, 
however, that prices vary, according to the 
holder. Boiled oil is 2c. extra; double boiled 


oil, 3c. extra, and oil in half bbl., 5c. per 
gal. additional. 

Hammock Hooks.—Hammock hooks 
are being quoted in the local market as 
follows: 


Hammock hooks, 5/16 in., wrought iron, 
tinned to screw, 94c. per doz. Hooks, 5/16 
in., wrought iron with plate, tinned, $1.16 


per doz. 

Hose Couplings.—Interest is being 
shown in the local market in these 
items, which are being quoted as fol- 
lows from jobbers’ stocks: 


Brass hose couplings, cast metal for %4-in. 
hose, $2 per doz. net. Same for %-in. hose, 
$2 per doz. net. Wrought metal couplings, 
%-in. hose, $2 per doz. net. Clinching hose 
coupling, solid brass, clamps and tubes, one 
piece, %-in. hose, $2.75 per doz. net. Im- 
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proved cast brass hose connection for fau- 
cets, % x %-in., $2 per doz. net. 

Clam Hooks.—Dealers located near 
the water have sent in a number of 
inquiries recently to local jobbers re- 
garding these items, which are being 
quoted as follows: 
or digger, 
handle, gold 
shank, $11.92 per doz. net. 
steel, 6 round tines, 26-in. handle, gold 
bronzed finish shank, $14.95 per doz. net. 


Grass Hooks.—The coming of spring 
has awakened local interest in these 
items, which are said to be quite plen- 
tiful at the following prices: 
tempered steel blade, black 
$3.25 per doz. English 
steel blade, riveted 


solid steel, 4 flat 
bronzed finisi 
Same, solid 


Clam hook 
tines, 26-in 


Grass hooks, 
and bronze finish, 
grass hooks, high grade 


back and tang, $6.50 per doz. net. Same 
size, larger, $7.20 per doz. net. Tempered 
steel blade, ribbed back, green enamel 
finish, black enamel handle, $4.50 per doz 
Long handle grass hook, crucible steel 
blade, tempered, 13 in. long, 2% in. wide, 
steel socket, ash handle, 3% ft., $8.42 per 
doz. net. 


Pruning Shears.—Similar interest is 
being manifested in these items as 
shown for all other spring merchan- 
dise among dealers in this vicinity. The 
prevailing jobbers’ prices on pruning 
shears are quoted herewith. 


Pruning shear, cast iron, steel blades, 
coppered wire coil spring, $3.25 per doz, net. 
California pattern, tool steel blade, Volute 


tempered spring, nickel plated finish, 6 in., 
$16. Same, black finish, $11.58 per doz, net. 
Same, 9 in., full polished, $17 per doz. net. 
California pattern, with ratchet butt, tem- 
pered steel blade. Volute spring, full nickel 
plated, $19 per doz. 


Grass Shears.—5\% in., steel blades, jet 
finish, polished edge, $3.40 per doz. net. 
Same, trowel shank handle, tempered 5% 


in. blade, green enamel finish, $4.25 per doz. 
net. 

Garden Tools.—Some of the follow- 
ing items listed under this name are 
at present receiving a good deal of at- 
tention among local jobbers. Stocks 
are reported to be in fairly good con- 
dition at the prices quoted herewith: 

Spading Forks.—Iron, extra heavy, stained 
handle, 95c. per doz. net. Same, malleable 
iron, four 4%-in. half polished tine, stained 
handle, brass ferrule, $1.70 per doz. net. Gar- 
den fork, malleable iron, four tine, polished 
and enameled, length over all 18% in., $2.75 
per doz. net. Same, three prong, hand- 
forged steel tine, polished handle, $4 per doz. 
net. Weeding hook, malleable iron, tin, 
enameled wood handle, $1.20 per doz. net. 
Same, three steel tines, tin, black enameled 
handle, $1.35 per doz. net. Same, three 
hand-forged steel prongs, grip handle, $4.40 
per doz. net. Post Hole digger, blade 9 in. 
long, length 5 ft., weight 10 lb., $24 per doz. 


net. Turf edger, cast steel blades, bronze 
finish shank, 4% ft. handle, socket style, 
$12.03 per doz. net. Same, shank style, 


$10.85 per doz. net. Standard tree pruners, 


Office of HARDWARE AGE, 
1505 Otis Building, 

Chicago, March 7. 

HE last month of the first quarter 

of 1921 finds considerable price sta- 

bility, a diminishing fearfulness and an 

increasing trend toward good volume 

and variety of business, in the mid- 
west district. 

Price shifts are decidedly few. Some 
opinions are that changes will be rare 
for the coming weeks. Indications of 
greater firmness in steel and other raw 

. material markets prompt some experi- 
enced dealers to prophesy a notable 
cessation of price declines. 

The uplift of spirit prompted by the 
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with 2 in. curved cutting 
edge, steel drawing rod, lever handle with 
steel lever and hardwood grip, all sizes are 
being quoted at 20 per cent discount by 
local jobbers. Lopping shears, blades made 
from tool steel, 26 in. handles, $16 per doz. 
net. Ladies’ flower trowel, heavy one-piece 
steel blade, 5 in., half polished and enam- 
eled maroon, stained handle, $1.25 per doz. 
net. Garden trowels, 6 in., tinned steel 
blade, black enameled handle, $1 per doz. 
net. Florists’ trowel, heavy solid steel, 6 
in. blade, half polished, riveted shank, hard- 
wood handle, $1.75 per doz. net. Heavy 
one-piece steel, 6 in. blade, half polished, 
painted red, ebony finished handle, $4.25 per 
doz. net; 6 in. solid socket forged steel, full 
polished, grip handle, $7.51 per doz. net. 


Nails.—The local nail market has not 
changed perceptibly during the past 
week. Buying is inactive, and stocks 
in fairly good condition. 
prices range from $4.25 
For cut nails prices 
base, per keg. 
to a box, 1 in., 


forged steel blade, 


For wire nails the 
to $5, base, per keg. 
range from $6 to $6.50, 

Copper wire nails, 5 Ib. 


49c. per lb.; 14% in., 48c. per Ib.; 1% in., 
2 in., 24% in., 3 in., 47¢c. per lb. Copper cut 
nails, 5 lb. boxes, 1% in., 50c. per Ib.; 2 in., 
2% in. and 3 in., 49c. per Ib. 


Naval Stores.—The local naval stores 
market shows an upward trend. It is 
said that local traders are talking of 
more advances because of the fact that 
spot stocks are very small and foreign 
buying is increasing. 

Spirits of turpentine, yard basis, per gal., 
60c. to 61c. Rosin, on a basis of 280 Ib. to 
a bbl., yard, all grades to M, $6; M grade, 
$6.25; N, $6.25, and WW, $6.50. 

Rope and Twine.—Little interest is 
being shown by buyers in the local rope 
market. Stocks are in good condition 
and prices are substantially firm. 


per lb. Sisal, No. 1 grade, 
No. 2 grade, 13c. per Ib. 
manila rope, 17c. per Ib. 
per lb. Lath yarn, first 
grade, 12c. to 17c. perlb. Jute twine, wrap- 
ping, best grade, 21c. to 24c. India hemp 
twine, No. 6 grade, 17c. to 20c. 


Screws.—Discount revisions became 
effective during the past week in this 
line. Stocks are ample, and interest 
quietly consistent. 


Manila rope, 20c. 
15c. per lb. Sisal, 
Hardware grade, 
Bolt rope, 24c. 


flat head, 


Wood Screws.—lIiron bright, 
722 and 10 per cent; iron, bright, round 
and oval head, 70 and 10 per cent; iron 


blued, flat head, 72! and 10 per cent; iron 
blued, round head, 70 and 10 per cent; 
brass, fiat head, 65 and 10 per cent; brass, 
round and oval head, 62!/2 and 10 per cent; 
machine screws, iron, flat and round, 60, 10 
and 10 per cent; brass, flat and round, 60 
and 10 per cent. 


Stove Pipe.—This item is recognized 
universally as a hardware staple, 
quoted primarily for purposes of com- 
parison. 


Black pipe, No. 28 gage, 12 


4-in., $2.75 per doz. 


iron stove 


lengths to the bundle, 


CHICAGO 


optimism of state conventions is evi- 
dent. A few doubters and discouraged 
merchants have raised their voices at 
these conferences, but there has been 
such a preponderance of optimism, 
based on sound facts, that the growling 
has melted away. Traveling men say 
that retailers are wearing smiles again 
and are buying goods. Specifications 
are small, concerns that formerly bought 
in gross units now requisition two and 
three dozen quantities. 

The small tool and cutlery market is 
active. Shortages continue on many 
numbers in these lines. 

Uncertainty continues to govern the 
paint and oil market, raw materials 
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lengths. Same, 5-in., $3.25 per doz. | igths 
Same, 6-in., $3.75 per aoz. iengths. 3 

Elbows, black iron, No. 28 gage, 1 ‘oz. to 
a bundle, 4-in., $2.40 per doz. Sam: 5-in., 


$2.70 per doz, Same, 6-in., $3.35 per Joz. 

Sprayers and Sprinklers.—Inte rest is 
unfolding in this line. Stocks are good 
and prevailing jobbing prices «re as 
follows: 


Sprayers for spraying paris gre and 
liquid on shrubs, potatoes, rose bushes 
flowers, etc., tin sprayer, 1 pt. capa: ity, $4 
per doz. net. Same, 1 qt. capacity. $5.75 
per doz. net. Brass, 1 qt. capacity, $12.50 


per doz. net; tin with brass tank, | qt. 
capacity, $11.50 per doz.; continuous “i rayer, 
sheet tin, alleged to give uniform continu. 
ous spray on both strokes of the plunger, 


capacity 1 qt., $10.50 per doz. Lawn sprink- 


ler, charcoal tin top, galvanized bottom, 
diameter 4% in., gold lacquer, $1.40 per doz. 
net; lawn sprinkler, 5 in. high, brass head, 
three brass arms, malleable iron sleds, 
japanned, $17.50 per doz. net; sprinkler, 16 
in. high, combination of vertical spray, 
coming from the perforated head, with 
streams thrown by the three arms, head, 
arms and upper stem brass, nickel ) lated, 
malleable iron sleds, japanned, $28 per doz. 
Lawn sprinkler, 24 in. high, brass head and 
arms, malleable iron sleds, japanned, $27 
per doz. net. 

Watering Pots.—Galvanized iron, zin 
roses, 6 qt., $9 per doz. net. Same, § qt., 
$10.70 per doz. net. Same, 10 qt., $12.55 per 


doz. net. Same, 12 qt., $14 per doz. 

Wire Goods.—Wire is not particu- 
larly active at the present time in the 
local market, although a moderate 
amount of interest is being shown for 
spring delivery goods. 

Square mesh wire cloth, New York stock: 
2 x 2 mesh, $5.50 per 100 sq. ft.; 2% x 24 
mesh, $5.70 per 100 sq. ft.; 3x3 mesh, $5.75 
per 100 sq. ft.; 4 x 4 mesh; $ per 100 sq. ft.; 


5 x 5 mesh, $6 per 100 sq. 6x 6 mesh, 
$6.50 per 100 sq. ft.; 8 x 8 aus $7 per 100 


net, 


sq. ft. 
For 50 lineal ft. rolls, add 15c. per 100 
sq. ft. 
Add %c. per sq. ft. for widths narrower 


than 24 in. and wider than 48 in. 

Annealed wire, galvanized in stones of 12 
lb. each, are quoted per 100-Ib. lots at: No. 
16 gage, $10.50; No. 17 gage, $11; No. 18 
gage, $11.50; No. 19 gage, $12.15; No. 20 
gage, $12.85; No. 24, $14. Same, plain, No. 
16 gage, $7.50; No. 17 gage, $8; No. 18 gage, 
$8.50; No. 19 gage, $9; No. 20 gage, $9.50; 
No. 24 gage, $11.50. 

Barbed wire is being quoted at $7. per 100 
lb. for both 3 point 4 in. and 4 point 6 in. 
Ribbon wire is $8.75 per 100 lb. Twist wire, 
12 gage, is $7 per 100 Ib. 

Dull galvanized screen wire, 12 mesh, 
from New York stock, $3.30 per 100 sq. ft.; 
13 mesh, extra heavy, $5.35 per 100 sq. ft. 
Bright galvanized wire and copper edge 
(pearl wire), 12 mesh, $4.50 per 100 sq. ft.; 
14 mesh, heavy, $6 per 100 sq. ft. Copper 
wire, 14 mesh, Ec 50 per en sq. ft. Poultry 
netting, f.o.b. New York, is 35 per cent off. 
Poultry netting staples in 100 Ib. kegs, $9 
per keg. 


P. S.—Stillson wrenches are reported 
as being quoted by some of the local 
jobbers at 50 and 10 per cent discount. 





fluttering a few points up and down. 
Mixed paints, however, are less vari- 
able. 

Deliveries are excellent, open weather 
and decreased shipping making trans- 
portation perplexities practically nil. 

Automobile Accessories—We quote from 


jobbers’ stocks, f.o. Chicago: DeLuxe 
long-handled standard jacks, $8.50 each; 
No. 1 standard jacks, $3.25 each; Twin 
cylinder foot pumps, $1.25 each; Simplex 
jack No. 36, $2.10 each; Stewart hand 


horns, $3.50 each ; Howe spotlights, $4 each; 
Weed chains, 30 x 3%, $5 per pair, with 25 


per cent off in lots of one dozen pair 
and 33% per cent off in lots of more than 
one dozen pairs; Rid-O-Skid chains, $2 to 


$2.65 per pair; inner tubes, red, 30 x 3% 


$2.50 each; gray tubes, 30 x 3%, $2.05 cach; 
Lyon bumpers, $10.25 each; Beth!chem 
spark plugs, porcelain type, 36c. t» 58¢ 
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each; Hercules Giant, 55c. to 60c. each; 
Hercules Junior, 27c. to 35c. each; Hel-Fi 
standard plugs, 45c. to 52c, each; Hel-Fi 
tractor plugs, 83c. to 97c. each; A. C. 
Titian plugs, 58c. each; A. C. Cico plugs, 
48ce, each; Splitdorf plugs, 70c. to 78c. each; 
United plugs junior, 40c. each; Bethlehem 
plugs, special Ford type, 35c. to 46c. each; 
Bethlehem standard, porcelain type, 46c. to 
hoe. each; Champion X plugs, 5lc. each; 
Champion O plugs, 50c. each; Champion 
heavy (uty plugs, 57c. each. 
Axes.—There is no change in price. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Standard quality black unhandled 
axes, ° lbs. to 4 Ibs., $17.50 base; seconds 
black unhandled axes, same weight, $16.50 
base; handled, $3 to $6 extra, according to 


grade. 

Alarm Clocks.—Some cheaper grades 
seem more plentiful. Large manufac- 
turers of better grades say shortages 
still exist and goods are being allotted. 
Price indications seem strong. 

Builders’ Hardware.— Some buying 
has been prompted by the 10 per cent 
declines, but heavy orders are not the 
rule. Staples are quite active. Build- 
ing activity is needed to make buying 
real brisk. Manufacturers are piling 
up staple stocks and continue to look 
for a profitable selling season. 

Chains.—Recent reductions have en- 
couraged buying. 

Clipping Machines.—Goods are mov- 
ing in noticeable volume. Prices are as 
announced at the start of the selling 
season. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Stewart No. 1 ball bearing horse clip- 
per, enclosed type list, $14; top plate, $1.25; 
bottom plate, $1.75; Stewart No. 9 ball- 
bearing shearing machine list, $22; horse 
clipping attachment for shearing machine 


list, $9. Discount on all above items, 25 
per cent. 


Cutlery. — Better grades remain in 
under supply and medium priced mer- 
chandise is not overly plentiful. No in- 
dications of any lower prices. 

Copper Rivets and Burrs.—Sizes are 
complete and deliveries are satisfactory 
at unchanged prices. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Copper rivets and burrs, straight 
sizes, No. 7, 3lc. base. 


Eaves Trough and Conductor Pipe.— 
Spring goods are being shipped. Prices 
are as of the past few weeks. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 29 gauge lap joint eaves trough, 5 in., 
per 100 ft., $5.70; 29 gauge corrugated con- 


ductor pipe, 3 in., $6 per 100 ft.; corrugated 
conductor elbows, 3 in., $1.94 doz. 


Flint Paper.—Same quotations as an- 
nounced in early January. Stocks are 
complete. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: First quality flint paper, No. 0, $5 
per ream; second quality, No. 0, $4.50 per 
ream; first quality emery cloth, No. 0, $39 
per ream, 

Furnace and Barn Scoops.—Sales are 
confined almost entirely to barn scoops 
at un-new prices. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Hollow black furnace scoops, $13 
doz.; riveted polished barn scoops, $18 doz. 


Files.—No recent price change. Sales 
are of fair volume. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Nicholson files, 40-10-5 per cent off; 
ed American, 50-10 per cent off; Disston, 
“ae off; Black Diamond, 40-10 per 


Galvanized Ware.—Nation’s stocks 
still low, particularly on tubs, pails and 
cans. First quality goods commanding 
good price. Damaged merchandise and 
seconds are offered at concessions. 
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Glass.—Demand crowds output and 
prices are steady. An active building 
season may cause difficulty in getting 
enough glass. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Single strength A, all sizes, 77 per 
cent off; single strength B, first three 
brackets, 77 per cent off; all sizes, double 
strength A, 79 per cent off; S. P. putty in 
100 Ib. kits, $4.90; commercial putty, $4.25; 
glaziers’ points, Nos. 1, 2 and 3, one doz. to 
a package, 85c. per pkg. 

Hatchets.—Prices show no softness. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 2 extra quality broad hatchets, 
$24.20 per doz.; competitive grade, $17.25 
per doz. and up; warranted _ shingling 
hatchets, $17.35 per doz.; competitive forged 
hatchets, $10.25 per doz.; No. 20 claw ham- 
mer, steel handled, $6.50 per doz. 

Hammers. — Sales are good, stocks 
are filled up and prices are not weak. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 11% first quality shingling ham- 
mers, $15.50 per doz.; regular first quality 
16-oz. nail hammers, $14.75 per doz.; com- 
petitive grade nail hammers, $12 per doz., 
polished, and $8 per doz., galvanized finish. 

Hose.— Demand is increasing as 
spring approaches. Prices are for im- 
mediate shipment or future delivery. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: %-in. good quality moulded reel hose, 

4c. ft.; %-in. 3-ply duck hose, good qual- 
ity, 16c. ft.; %-in. 4-ply duck hose, good 
quality, 18%c. ft.; %-in. 5-ply multiple 
hose, 14c., ft. 

Lanterns.—Selling is about normal at 
prices that leading manufacturers say 
will be continued throughout 1921. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 2 Dietz cold blast lanterns, $14.25 
doz.; with large founts, $15.75 doz.; best 
tubular lanterns, $9.25 doz.: Competition 
lanterns, No. 0 tubular, $7.80 doz. 

Lawn Mowers.—Interest in mowers is 
increasingly strong. Prices are the new 
season’s terms and no reports of im- 
pending changes are heard. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 17-in. Pennrylvania high wheel mow- 
ers, $25.50 each; 17-in. Pennsylvania Junior 
mower, $27.20 each; 16-in. four-knife ball- 
bearing 10%-in. wheel mower, $12.60; 16-in. 
four-knife ball-bearing 10%-in. wheel, $10.85 
each; 16-in. four-knife plain bearing 9-in. 
wheel mower, $9.45 each; 16-in. three-knife 
ball-bearing 9-in. wheel mower, $9.45 each; 
16-in. three-knife plain bearing 8-in. wheel 
mower, $7.60 each. 

Nuts and Bolts. — Retailers seem to 
have good stocks and the two large price 
declines have not greatly speeded up 
buying. At present quotations much of 
the war inflation has been taken out of 
prices and jobbers expect the market 
to become more stable. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Large sizes carriage bolts, 40-5 per 
cent off list: small sizes, 40-10 per cent off 
list; large sizes machine bolts, 50 per cent 
off list; small sizes machine bolts, 50-10 per 
cent off list; all stove bolts, 65-10 per cent 
off list; all lag screws, 50 per cent off list. 

Nails.—Reductions from $4.15 to $4, 
base for f.o.b. Chicago shipments, by 
this city’s largest jobber, has brought 
out some business. This is the lowest 
price in this territory and is 15c. to 25c. 
under that asked by another general 
Chicago iron and steel jobber. Experi- 
enced jobber-buyers say no radical nail 
price reductions need be looked for this 
season. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Common wire nails, $4 per keg base. 

Paints and Oils.—Linseed oil con- 
tinues weak and tends to decline. White 
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lead has been unmoved from 13c. for 
several weeks. Turpentine and dena- 
tured alcohol have declined radically and 
are very week. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Raw linseed oil in five-barrel lots, 
80c.; less than five barrels, 85c.; boiled lin- 
seed oil in five-barrel lots, 82c.; less than 
five barrels, 87c.; ‘sp.’ spirits of turpentine 
in barrels, 66c. gal.; denatured alcohol in 
barrels, 65c. gal.; strictly pure white lead, 
13c. Ib. in 100 lb. kegs; dry paste in barrels, 
7Tlec. |b.; pure white shellac (4 lb. goods) in 
gallon cans, $4 gal. 

Roller Skates.—A large volume is re- 
ported in sales of roller skates. Prices 
are as of the start of the season. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Ball-bearing roller skates for boys, 

2.55 per pair; ball-bearing girls’ skates, 
$2.65 per pair. 

Rope.—No change in price. Sales are 
steady. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 1 manila rope standard brands, 
19%c. to 20%c.; No. 2, 18%c. to 19%c.; 
No. 1 sisal rope standard brands, 14%;c. to 
15%ec.; No. 2, 13%c. to 14%c. 

Steel Sheets.—Declines seem to have 
checked at present levels. Demand is 
fairly good. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 28 gauge galvanized sheets, $7.10 per 
100 lbs.; 28 gauge black sheets, $5.75 per 
100 Ibs. 

Screws. — Prices, which have been 
everywhere regarded high for months 
have not broken. 


Solder.—Prices are where they have 
been for many weeks. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Warranted 50-50 solder in full cases, 
25e. Ib.; less than case lots, 27c. per Ib. 

Sash Cord.—A good run of business 
in February and late January have 
given manufacturers a good run of 
orders and indications are slightly to- 
ward a stiffening of prices. 

Stove Boards.—Prices are the same 
as last season and, it is said, will stay 
at the same level for this year’s busi- 
ness. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Wood lined crystal stove boards, 24 x 
24, $13.65 per doz.; 26x 26, $16.05 per doz.; 
28 x 28, $18.85 per doz.; 30 x 30, $21.30 per 
doz.; 33 x 33, $25.50 per doz.; 36 x 36, $30.50 
per doz. 


Sash Weights.—No declines 
several weeks ago. 


since 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Broken cars, $60 per ton, Chicago; 
full cars direct from factory, $55 per ton, 
f.o.b. factory. 

Wheelbarrows.—Good business to re- 
plenish depleted stocks for spring sell- 
ing is reported at prices which are un- 
changed. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Common wood barrows, $4 each; con- 
tractors’ steel tray angle leg barrows, $7 
to $9 each, according to equipment; angle 
steel leg garden barrows, $6.50 each; No. 4 
tubular barrows, $8 each. 

Washing Machines. — Manufacturers 
are encouraged to expect a splendid 
spring volume. Early orders have run 
large and new distribution is reported 
by many big companies. Prices show 
firmness, the policy of making few up- 
turns in war times making it difficult 
now to lower terms, which, it is stated, 
were not high enough to show a proper 
earning during the days of excessive 
material and labor costs. 
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Office of HARDWARE AGE, 
410 Unity Building, 
Boston, March 5, 1921. 
CONSIDERABLE tonnage of 
spring goods have been delivered 
to New England retail hardware deal- 
ers. Most of these goods were 
shipped direct from the factory, in sev- 
eral instances a month or two earlier 
than anticipated much to the surprise 
of the jobbing houses. The retail deal- 
ers naturally are not pleased with the 
way things have turned out. Other- 
wise, the spring buying movement is 
developing slowly notwithstanding ef- 
forts of jobbing houses to push busi- 
ness. 

It is evident the retail trade is mov- 
ing slowly, having in view reductions 
in prices. Quite a number of price 
changes are reported this week, a few 
of them on standard lines of goods such 
as files and wood screws, but most on 
semi-important items. The declines 
on the important articles do not in any 
instance amount to more than 10 per 
eent. If, as is generally believed, re- 
tail stocks are small, the shrinkage in 
inventories will not be as seriously felt 
as it will in the case of the jobber. 

Although backward in placing orders 
for spring goods, the retail dealers are 
buying hardware frequently, but in 
small amounts. The turnover of mer- 
chandise is being watched more closely 
than it has before in several years, for 
it is felt that only by so doing can the 
retail firm offset declines in wholesale 
prices and make money in 1921. Those 
retail dealers we have talked with this 
week are all doing something, but they 
do not consider themselves busy. 
Every one of them admits, however, 
that when compared with years prior 
to 1914, sales are running better than 
anticipated for this season of the year. 
Perhaps one reason why retail dealers 
are not concerned over price reductions 
on hardware more than they are is the 
fact that the lines carried to-day are 
more diversified than ever before so 
that more and more customers are 
visiting their stores each week. It is 
certain, for instance, that more women 
are doing business with retail hard- 
ware dealers than ever before. When 
some line of goods is moving slowly, 
something else takes its place. In the 
opinion of many, the diversified line 
movement has just started, and the day 
is coming when the retail hardware 
store will be among the busiest places 
of business in every town and city. 

The heavy snows of a week ago have 
practically gone and with them the 
hopes of the retail merchant of clean- 
ing up on winter goods such as sleds, 
snow shovels, skates and the like. It 
has been a remarkably open winter 
and for that reason the carry-over of 
the goods mentioned will be disappoint- 
ingly large. Strange to say, however, 
the carry-over of oil heaters will be 
comparatively small thanks to the coal 
dealer who has maintained high prices 
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for fuel thereby unknowingly helping 
out the hardware dealer. 
Ammunition.—A further reduction 
in drop shot, amounting to 10c. per bag, 
is announced, bringing the total drop 
in the past fortnight up to 30c. a bag. 
The decline is based on a lower market 
for pig lead. Usually, falling markets 
have a tendency to hold up retail buy- 
ing, but, in this particular case, job- 
bers say that business is normal. 


We quote from jobbers’ stocks: Metallic 
ammunition, 15 and 1% per cent discount, 
f.o.b. Boston. Loaded shells, 15 and 1% 
per cent discount, f.o.b. Boston. Factory 
shipments on both kinds, in full cases, 18 
per cent discount, f.o.b. factory. 

We quote from jobbers’ stocks: Drop 
shot, smaller than B, $1.90 per bag; B and 
larger, $2.15 per bag; air rifle shot, in 
tubes, $4 per case. 


Batteries and Bulbs.—The demand 
for batteries and bulbs used in connec- 
tion with flashlights, etc., is unusually 
good for this time of the year. Job- 
bers, in explaining business conditions, 
are of the opinion that the retail hard- 
ware trade was cleaned out of stock 
during the Christmas season, and find 
themselves obliged to buy to cover the 
wants of customers. Local jobbers 
quote tungsten bulbs at 25 per cent off 
the list when shipment is made from 
Boston stocks in any quantity, and 30 
per cent off the list on shipments from 
the factory in standard packages of 
100. On nitrogen bulbs they quote 25 
per cent off the list out of stock, and 
30 per cent from factory, standard 
packages in both instances. In the 
latter case, standard packages are 
made up as follows: 56 bulbs of 60 
kwt.; 50 bulbs of 75 kwt., and 24 bulbs 
of 100, 150 and 200 kwt. 


Barrows.—The market for garden 
barrows is moving along in a satisfac- 
tory way. Retail dealers, in many in- 
stances, have placed forward orders, 
and, in some cases, shipments against 
these have been made. The big buy- 
ing movement has not set in, however, 
but is expected to within the next 
month, and there is every indication 
that more stock will go into consump- 
tion this year than was the case in 
1920. 


We quote from jobbers’ stocks: Garden 
barrows, standard makes, good quality, 
No. 3, $7.50 each; No. 5, $7.85 each; No. 4, 
$6.50 from the store or $5.75 from the 
factory. 


Bicycles.—Jobbing houses are mak- 
ing a special effort to push sales of bi- 
cycles. Retail dealers as a rule either 
are. of the opinion that prices are too 
high to warrant any large investment 
of funds, or that prices are due for a 
drop and are buying’ slowly. Letters 
received from manufacturers by the 
jobbers indicate no probable change in 
prices this season at least. The manu- 
facturers make the claim that it will 
be impossible for them to change their 
lists until production costs are ma- 
terially reduced. Their stand seems to 
be justified in view of the fact, that, 
during the war, the average advance 
in bicycle quotations was much smaller 
than that in the majority of lines car- 
ried by the hardware trade. 
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We quote from jobbers’ stocks: Bicycles, 
Westfield Mfg. Co. makes, men’s, $40.50 
each; women’s, $42 each; truss bir, $42 
each; boys’, $88 each; girls’, $40 each, 

Bolts and Nuts.—More bolts and 
nuts have been moved out of local 
stocks the past week than has been the 


case before in any previous week this 
year, and jobbers are fully convinced 
that a turn for the better has come in 
the market. In a few instances, job- 
bers have had to cut into excess stocks 
to fill day to day orders. A rumor is 
going the rounds of an impending 
reduction in mill prices on both bolts 
and nuts, but nobody appears to have 
any authentic information upon which 
to base this story. Some of the local 
jobbing trade are of the opinion that 
the story is being circulated in an 
effort to break the market. 


We quote from jobbers’ stocks: Machine 
bolts with H P nuts, % x 4-in., smaller 
and shorter cut threads, 45 per cent dis- 
count; larger and longer, 40 per cent dis- 
count; with C T D nuts, all sizes 25 per 
cent discount; tap bolts, list, net; common 
carriage bolts, all sizes, 374% per cent dis- 
count; Eagle carriage bolts 50 and 10 per 
cent discount; stove bolts, large lots, 65 
per cent discount, small lots, 55 per cent 
discount; bolt ends, 40 per cent discount; 
tire bolts, 50 per cent discount. 

Nuts, H P square, blank and square 
tapped, list, net; C P C and T squared 
blank and tapped, list, plus 1c.; extras of 
1c. to 5c. per lb. are charged for less than 
keg lots; semi-finished hexagon nuts, 60 
per cent discount; finished case hardened 
nuts, 60 per cent discount; machine screw 
nuts, iron list; machine screw nuts, brass, 
25 per cent discount. 

Bottles.—Little demand for vacuum 
bottles is noted. Interest in the mar- 
ket, however, has been revived by the 
announcement that a syndicate, headed 
by Landers, Frary & Clark, New Brit- 
ain, Conn., has purchased the capital 
stock of the Stanley Insulating Co., 
Great Barrington, Mass., manufac- 
turers of an all metal vacuum bottle. 
With possibly two exceptions, there 
will be no change in the personnel of 
the Stanley Insulating Co., and its pro- 
duct will be manufactured as _ hereto- 
fore. Landers, Frary & Clark have 
designed an all metal vacuum bottle 
and will place same on the market in 
connection with the patent rights held 
by the Stanley Insulating Co. 

We quote from jobWtrs’ stocks: Thermos 
bottle, brown steel case, pints, $2.75 list; 
quarts, $4.75; corrugated nickel, pints, 

4.50; quarts, $5.75; smooth nickel, pints, 

4.50; quarts, $6.25. Discount 25 and 10 per 
cent. Ferrostat pints, black finish, $7.50; 
leather finish, $8; quarts, black finish, $10; 
2-qt. $15; quarts, leather finish, $11; 2-at. 
$16. Discount 30 per cent. 

Jugs.—Ferrostat, 1 qt.”No. 404, Verde 
copper finish, $14 each, less 30 per cent dis- 
count. 


Brass Goods.—A leading manufac- 
turer of brass goods, such as hinges, 
etc., has issued a new list of prices, 
which shows an average decline of ap- 
proximately 10 per cent. 

Canned Heat.—The claim made some 
time ago in this column, that canned 
heat has become a standard article in 
the average retail hardware store, is 
substantiated by growing business. 
Jobbers here claim that never before 
within their memory has there been 
the call at this time of year as there 18 
to-day for canned heat. The difficulty 
in securing alcohol for chafing dish 
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purposes undoubtedly is the foundation 
for the present consumption of canned 


heat. 

We quote from jobbers’ stocks: Sterno, 
$10.80 per gross, in any quantity; Theroz, 
$14.70 per gross in any quantity. Sterno 
cooking ware—No, 4001, stands with boi'er, 
$2; discount 33% per cent. : 
stoves, single burner, $1.50; double burner, 
$2; discount 33% per cent. 

Theroz Cooking Ware—Paragon burners, 


10c, each; No. 4 burners, $2 per doz.; Con- 
tinental (copper), $4 per doz.; Continental 


(nickel), $8 per doz.; blue flame stoves, 
two burners, $2.35 each; combination mess 
kits, $3.33 each. 

Clocks.—The demand for all kinds of 
clocks, but especially alarm varieties, 
is better than normal, business having 
grown decidedly better within the last 
month or so. The retail dealer can 
practically buy a few clocks about as 
cheaply as he can a large number, and 
therefore is able to buy conservatively 
and turn over his stock frequently. In 
connection with the claim of an im- 
proved demand, it is interesting to note 
that the William L. Gilbert Clock Co., 
Winsted, Conn., has started increased 
production, changing the working 
schedule from 30 to 40 hours per week. 


Cutlery—Usually at this time of 
year, there is little call for pocket 
knives, according to the jobbers, but 
sales from day to day are running a 
little larger than those for this time in 
years prior to 1914. There is a very 
good demand for table knives and 
forks, and local stocks are in a more 
healthy condition than they have been 
for some time. The demand for the 
better grades of scissors and shears is 
no more than normal, and, judging from 
orders being received by jobbers for the 
cheaper grades, the retail hardware 
trade is well supplied. Certain local 
cutlery interests, who heretofore have 
handled large amounts of German cut- 
lery, and who, within the past year 
have secured new goods from that 
country, intimate that it is practically 
impossible to move same, the American 
public still holding aloof from such 
goods. It is believed that in order to 
move these goods, the owners will have 
to take a large loss. 


Cutters—One of the largest New 
England manufacturers of high speed 
cutters has reduced prices about 10 per 
cent, and local market quotations on 
came have been revised accordingly. 

Emerycloth.—Jobbing prices on em- 
erycloth, as intimated last week, have 
been revised. Heretofore the market 
was quoted on a plus 15 per cent basis, 
whereas, now it is net list. 


Files.—Contrary to all expectations, 
there has been a reduction in the price 
of files, averaging about 10 per cent. 
The leading manufacturers within the 
past fortnight strongly intimated there 
would be no change in prices for some 
time, in view of the fact that they did 
not advance nearly as fast or as much 
as did those quoted for most things 
during the war, and because, while 
there has been some reduction in manu- 
facturing costs, it does not amount to 
a great deal. The reduction in prices, 
therefore, is believed to have been 
brought about by small manufacturers 
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of files, who had been underselling the 
market and picking up what little busi- 
ness was available. 


We quote from jobbers’ stocks: Files, 
Nicholson and Black Diamond, 50 per cent 
discount; Great Western Arcade, Ameri- 
can, 60 per cent discount; Swiss, list net; 
Chelsea hand cut, list plus 20 per cent. 
Rasps—Heller, 75 per cent discount; Su- 
perior, 75 and 10 per cent discount. 


Fire Extinguishers.—With the draw- 
ing near of the spring months, there is 
a slightly better demand for fire ex- 
tinguishers of all kinds, and indications 
are that a better than normal turn- 
over in such lines will be experienced 
this year. 


We quote from jobbers’ stocks: Pyrene 
fire extinguisher, $8 each; in lots of six or 
more, $7.50 each. 


Galvanized Ware.—Manufacturers of 
galvanized ware have made a further 
reduction in prices on pails and tubs, 
and local jobbers’ prices have been re- 
vised accordingly. This revision has 
completely upset the calculations of the 
hardware trade, in view of the fact that 
the recent improvement in the demand 
for galvanized ware was believed to 
have been based on the feeling that the 
market had reached bottom for the 
time being. 


We quote from jobbers’ stocks: 
Ash Cans.—Galvanized, with three trays, 
17 x 26-in., $4.50 each; 18 x 26-in., $5.52 


each; Sexton cans, $4. 
Coal Hods.—Japanned, with wood handle, 
15-in., $3.84 per doz.; 16-in., $4.12; 17-in., 





galvanized with wood handle, 15-in., 
.52; 17-in., $6.90; 18-in., $7.53. 


$4. > 
$5.80; 16-in., $6 


Pails.—Eight-qt., $2.66 per doz.; 10-qt.. 
$3; 12-qt., $3.30; 14-qt., $3.70; heavier pails, 
40 Ib. to the doz., $5.06; 50 Ib. to the doz.., 
$6 20. 

Tubs.—Galvanized, No. 200, $13.90 per 
doz.: No. $15.50. 

Garbage Cans.—Galvanized. No. 1, $2.16 
per doz.; No. 2, $1.53; No. 4, $1.12. 


Hose.—While the market is by no 
means active, a better inquiry for rub- 
ber hose is noted. Individual orders 
are for small amounts, but salesmen 
on the road are sending in more orders 
than they have for some time. 





We quote from jobbers’ stocks: Cotton 
hose, 50-ft. lengths, Merritt, %-in., 13¢ 
tubber hose, 50-ft. lengths, Commercial. 
‘%-in., 10%c.: Leader. %-in., 1le.: %-i 
12c.; Olympie (wire wound), %-in., 

Good Luck, %-in., 14¢e.: Milo. %-in., be. + 
Bull Dog. *-in.. 18¢c. per ft In 25-ft 
lengths add Wc. per ft 


Iron and Steel.—As one jobber puts 
it—“It’s nothing to brag about, but the 
market for iron and steel is beginning 
to show signs of life after several 
weeks of inactivity.” Individual or- 
ders call for a few pounds of this or 
that size, but such requests are rolling 
in fairly freely now. The market for 
iron appears to be relatively stronger 
than that for steel, due. no doubt, to 
the fact that mills are offering steel at 
slightly lower prices than they are of- 
fering iron. 





We quote from jobbers’ stocks: 
lron.—Refined, $3.75 per 100 Ib. 
% and 5/16-in. round and square, $5.50 





best refined iron, $5.50: Wayne, $8.50: band 
iron, $4.58: hoop iron, $5; Norway. $12. 

Steel.—Soft steel bars. $3.63 per 100 Ib.; 
base flats. $4.50 to $4.85: concrete bars, 
p'ain, $3.63; twisted, $3.75: angles, chan- 
nels and beams, $363 to $3.73; tire steel, 
$5 to $5.50; open-hearth spring steel, $6.50; 
erucible steel. $12: steel bands, 
hoops, $5; cold rolled 
steel, $5.25 to $6: toe calk steel, $7. 

Quantity differentia’s, lots under 1000 Ib 
of a size, 55c. per 100 Ib.: lots 1000 Ib. to 
1999 Ib. of a size, 15c 


Lead.—Following a further reduc- 
tion in the price of pig lead by the 
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American Smelting & Refining Co., 
from 4.40c. to 4c. per lb., the local mar- 
ket on sheet lead has declined ',c. to 
lle. per lb. base. 


We quote from jobbers’ 
lead, lle. per Ib. base. 


Nails.—The retail hardware trade, 
generally speaking, is better supplied 
with nails than it has been before in 
considerably more than a year. Those 
large dealers who order from the mill 
through the jobber recently have re- 
ceived large shipments, and, conse- 
quently, are not inclined to place fur- 
ther orders. Local jobbers’ stocks also 
have been materially increased of late, 
and small retail hardware dealers have 
taken advantage of this fact to stock 


stocks: Sheet 








up well. 

We quote from jobbers’ stocks: Wlire 
nails, per keg, from the store, $4.35 base, 
f.o.b. Boston; from the mill, in less than 


car lots, $3.60 base, f.o.b. Pittsburgh; coated 
wire nails, $5 per keg, base; cut nails, $7 
per keg base, with the Tremont schedule 
of extra; galvanized cut nai's, $10.50 per 
keg base. 

Revolvers.—The market for all kinds, 
makes and sizes of revolvers is unusu- 
ally active for this time of the year. 
Belgian automatic pistols, which take 
the regular American automatic cart- 
ridge, are being offered in competition 
with domestic makes, and, in certain 
localities, are finding a ready market. 

We quote from jobbers’ stocks: Revolvers, 
cheap grades, 22 and 32 caliber, $4.25 each 
Automatic, $7.75 base, with usual extras; 
Iver Johnson, $10 base, with usual extras 
Belgian automatic pistols, 25 caliber, $12 
each; 32 caliber, $12.50 each; Savage, 
$29.75 each. 

Rope.—There appears to be a slightly 
better retail demand for rope, but many 
orders being placed now are for for- 
ward delivery; consequently, little im- 
pression is being made on local jobbers’ 
stocks. Prices apparently are steady 
on the basis established in January. 


We quote from jobbers’ stocks: Manilla 
rope, per Ib.; sisal rope, 17c. per Ib., 
base. 


Screws.—The leading manufacturers 
of wood screws have reduced prices on 
iron 2'4 points and on brass 5 points, 
and local jobbing quotations have been 
revised accordingly. The reduction in 
prices, according to jobbers here, was 
made possible by lower raw material 
quotations and some reduction in man- 
ufacturing costs. Prices are now down 
to a comparatively low level, and it is 
anticipated that consumption will in- 
crease. 


We quote from 
screws, flat head bright, 


22c. 


jobbers’ 


list: Wood 
72% per cent dis- 


count, flat head blued. 72% and 5 per cent 
discount; round head blued, 70 per cent 
discount, flat head brass, 65 per cent dis- 
count; round head brass. 62% per cent dis- 
count; flat head brass plated, 65 per cent 
discount; round head nickeled, 60 per cent 
discount; flat head nickeled, 60 per cent 
discount; flat head galvanized, 57% per 


cent discount. 
Coach screws, 50 
screws, inc'uding 


per cent discount: set 
headless, 50 and 10 per 
cent discount: cap screws, square and 
hexagon, 50 per cent discount; fillister. 20 
per cent discount: flat. round and button 
head, list; lag screws. 50 per cent discount; 


iron machine screws. flat and round head 
50 per cent discount: fillister, 45 per cent 
discount: flat and round head brass. 40 per 


cent discount: 

Shoe Findings.—Shoe finding houses 
report a considerable demand for their 
products from retail hardware dealers, 
the buying covering a wide variety of 
things, including lasts. It is believed 


fillister. 35 per cent discount. 
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this demand is based on the increased 
unemployment, which has necessitated 
home repairing of shoes in a great 
many instances. Prices for leather 
strips, especially the cheaper grades, 
are lower, but those on the kinds usu- 
ally handled by the retail hardware 
trade are practically unchanged. The 
weakness of the poorer kinds is due to 
a slump in export buying. Accumu- 
lated stocks of cut leather are few and 
far between, nobody having cut much 
of anything during the past six months. 
Stocks adaptable to the hardware trade 
are smaller, it is believed, than ever 
before known. More and more rubber 
heels are being handled by the retail 
hardware dealer than ever before. 
Prices for these heels take a very wide 
range, largely because of the fact that 
new makes are constantly coming on 
the market at very attractive prices. 
Fresh weakness in the rubber market 
eventually will be reflected in the heel, 
notwithstanding the fact that in the 


Office of HARDWARE AGE, 
1002 Park Building. 
Pittsburgh, March 7. 

TS were several fairly favorable 

developments in the heavy iron and 
steel trade in the past week, but in a 
general way the situation is not show- 
ing much betterment. The first of 
these developments was the passage of 
the Winslow bill, under the terms of 
which about $300,000,000 will be avail- 
able in the near future for the rail- 
roads, and this may mean the placing 
of some long delayed orders by the rail- 
roads, but even this is not certain. 
The fact that prices on iron and steel 
are steadily declining, may cause the 
railroads to hold off placing their or- 
ders as long as they can, in the belief 
that by so doing, they may be able to 
buy their supplies at lower prices later. 
The other development was the fact 
some of the independent sheet mills are 
running a little better, but it is a 
question whether this will continue, as 
it is likely the larger operation is due 
to accumulated orders, and when these 
have been cleaned up, then there will 
be a slackening down again. 

The general average of operations 
among the Steel Corporation steel 
mills, and the independent steel mills, 
is steadily declining, the only excep- 
tion to this being that the pipe and 
tube mills of the National Tube Co., a 
subsidiary of the Steel Corporation, are 
still running practically full, but at the 
same time the amount of new business 
being entered by the National Tube 
Co. is much less than its output, so 
that before long, this concern will also 
have to cut down its operations. The 
independent steel mills located in Pitts- 
burgh proper, also in the nearby terri- 
tory embracing the Mahoning and 


Shenango valleys, and the Youngstown — 


districts, are not doing better than 
about 20 per cent as a whole. The 
Carnegie Steel Co. is now operating 
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cheaper grades of offerings, new rubber 
does not play a very important part. 


Taps.—Men’s light, $1.20 to $1.40 per doz.; 
medium light, $2 to $2.25; medium heavy, 


$2.25 to $2.50; heavy, $2.60 to $2.90. 
Women’s light, $1 to $1.20 per doz.: 
medium heavy, $1.25 to $1.40. Boys’ 


medium, $1.50 to $1.80 per doz.; heavy $1.80 
to $2.10. 

Strips.—Hemlock, clean, 40c. to 45c. per 
*b.; branded, 35c.; oak, heavy, medium and 
light, No. 1, 55c. to 65c.; No. 2, 40c. to 45ce. 

Washers.—As might be expected, in 
view of the fact that the demand for 
bolts and nuts is on the increase, a bet- 
ter movement of washers out of local 
stocks is noted. Supplies here, how- 
ever, are still very large, and jobbers 
say it will be some time before they are 
in the market for new goods. 

We quote from jobbers’ stocks: Cast 
Washers, %-in. and smaller, 8c. per Ib.; 
larger, 7c. per lb; cut washers, 200-lb. kegs, 
list less 1c.; malleable washers, 14c. per Ib. 

Wire Cloth and Netting.—Nothing 
especially interesting has developed in 
the market for wire cloth and netting 
since last reports. Jobbers are secur- 
ing forward business every day, but a 
general buying movement is not ex- 


PITTSBURGH 


only 39 or its 59 blast furnaces, the 
smallest number of furnaces this com- 
pany has had in blast for several years. 
Official figures of pig iron output print- 
ed last week show a heavy falling off as 
compared with January. The steel works 
and blast furnaces do not want to pile 
up stocks at present high costs of pro- 
duction, and when they do not have or- 
ders, they simply close down until 
enough orders accumulate to warrant 
starting again. 

It is very evident that the consumers 
are not anxious to load up with ma- 
terial even at the lower prices that are 
being named by nearly all the indepen- 
dent mills. If anything, the effect of 
these lower prices has been to make 
consumers hold off still more, as the 
amount of new business being placed 
is not any larger, if as large, as it was 
before these lower prices were made. 
There are persistent reports that the 
Steel Corporation will soon make a 
horizontal cut in steel prices, but these 
reports are strongly denied as soon as 
they appear, so they are likely untrue. 
The whole matter is that the steel busi- 
ness is going through a period of vio- 
lent readjustment, and the readjust- 
ment will have to be complete before 
there will be any permanent better- 
ment. How long a time this readjust- 
ment will take to complete. no one 
knows, but it is proceeding in an or- 
derly way, and the next two or three 
months ought to see general business 
in very much better shape than it is 
to-day. 

Matters in the hardware trade are 
moving along in a fairly satisfactory 
way, the volume of business being 
smaller than at this time last year, but 
there has been no demoralization in 
any way, both jobbers and retailers 
keeping their stocks as low as they can, 
and yet be prepared to furnish goods 
promptly to their trade. One some 
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pected for some time. Mills, in a num- 
ber of instances, have made shipments 
to retail dealers, who ordered through 
local jobbing houses, and there is more 
or less fault finding because of these 
shipments. 


We quote from jobbers’ stocks 


Wire. Cloth.—Black, from the mill, $2.69 
base, f.o.b. Pittsburgh; from the store, $2.75 
f.o.b. Boston. 

Window Netting.—Galvanized cellar win- 
dow netting, hardware grade, 12 to 24-in,. 
6%c. per sq. ft.; 24 to 48-in., be. per sq. ft 

Poultry Netting.—Factory shipments, 40 
per cent discount, f.o.b. Pittsburgh: from 
the store, 35 per cent discount, f.o.b. Bos- 
ton. 


Wrenches.—The local market on Coes 
wrenches is now 331/3 per cent dis- 
count, as against 25 per cent discount 
heretofore. This revision is simply in 
keeping with that made in Stillson & 
Trimo pipe wrenches and parts about 
a month ago. 

We quote from jobbers’ stocks: Stillson 
55 and 5 per cent discount; Trimo pipe 
wrenches and parts, new list, 55 and 5 
per cent discount; Coes wrenches, 3314 per 
cent discount; drop forged wrenches, 20 
per cent discount: Westcott’s wrenches 
net list: agricultural wrenches, 25 per cent 
discount. 


lines of goods, the new demand is good, 
but on other lines, is very quiet. Gar- 
den tools are moving out nicely, al- 
ready there is a good demand for seeds, 
but for all the year goods, demand is 
not as good as desired. 

Price changes in the past week have 
not been important. The most notable 
change was a cut of $8 per ton in butt 
weld iron pipe in sizes from ' in. to 
14, in. and of $8 per ton in all sizes of 
lap weld iron pipe, these heavy cuts in 
prices having been made under date of 
March 1 by the Reading Iron Co. 
Reading Pa., this concern making iron 
pipe only. The A. M. Byers Co., Pitts- 
burgh, also makers of iron pipe, has 
met the cuts of its competitor, and both 
concerns are now quoting the same 
prices. There has also been a reduc- 
tion of 10 per cent in Coes’ wrenches, 
and 10 to 15 per cent on some other 


lines of hardware. Retailers are 
watching closely the price develop- 
ments, and are carrying minimum 


stocks on most lines of goods. 


Automobile Accessories.—T he re is 
only a fair volume of business, and 
prices do not show much change. The 
mild weather this winter has cut down 
sales of accessories to some extent. 
When the streets are slippery, and the 
weather is cold, there is more demand 
for chains and for electrical devices 
used on cars. Model U_ vulcanizers, 
complete, are held at $2.10. Model T 
for tubes, $1.40, Lane Auto Jacks, 3000 
lb. capacity, $2.95, Lane Auto Jacks, 
36-in. $4.30, the A. P. C. Screw Ratchet 
Truck Jack, 12,000 Ib. capacity, $4.15, 
Unlined Brake Shoes, 50c. per palr, 
Ammeters for Testing Batteries, 62c. 
each. 

Axes.—The new demand is only fair, 
and there is no change in prices. Job- 
bers quote f.o.b. Pittsburgh, as follows: 


bitted ality, 
3 lbs. to hase; 


first 


unhandled, 4 
$17.50 


4 |bs., 


Single 
black axes, 
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second quality black unhandled axes, $16.50 
ndled axes, $3 to $6 extra accord- 
rade 


oy to : 

Axle Grease.—Prices have been re- 
duced. Mica axle grease in 1 lb. cans 
is now $5.15 per case of 4 dozen, a re- 
duction of 85c. per case. Similar re- 
ductions have been made on larger 
packages. 

Babbitt Metal——The market 
very active, and prices are soft, 
gone off lately from 2c. to lc. per Ib. 

Bar Lead.—This material is also 
quiet, and prices are down from 1c. to 
Ic. per |b. or more. The trade looks for 
still lower prices. 

Bolts and Nuts.—Makers say the new 
demand is not much better, buyers still 
confining orders to small lots to meet 
actual needs. Prices have not shown 
any change in the past two weeks, but 
are none too strong. 
carriage bolts, all 


Common 
quoted at 45 per cent. Machine 
sizes, take a discount of 45 
Coach bolts a'so take 45 per cent. 

Stove bolts, 70 per cent. Common tire 
bolts, 50 per cent. Sink bolts, 75 per cent. 
Hexagon machine screws, nuts, iron, 20 


is not 
having 


sizes, are 
bolts, all 
per cent. 


per cent. Brass, 4/32 to 8/32 in., 50 and 10 
per cent; 10/32 to 12/32 in., 40 per cent; 
14/32 in., 30 per cent. Lock washers, 40 per 
cent, 

Semi-finished hexagon nuts, 9/16 and 
smaller, 50 and 10 per cent; % and larger, 
50 and 10 per cent. Lag screws, 45 per cent. 

Toggle bolts, steel, bright finish, 50 per 
cent, 

Iron rivets, 35 and 10 per cent; copper 
rivets, 50 and 5 per cent; black tinners’ 
rivets, 55 and 5 on new list; tin tinners’ 
rivets, use black list plus $7.25 per 100 Ib. 


Copper Products.—Nothing new to 
report in this product. The demand is 
said to be some better, and prices are 
fairly firm. We quote: 


Quantity prices, mill lots: 


Copper wire 
rods, black net, 14.00¢.-14.50¢. ; i 


copper wire, 


net, 15.75¢.; copper sheets, 21.25¢.; copper 
in rolls, 2025¢.; copper bottoms, 29.7h5e.; 
copper rods, round, 19.50¢e.; copper rods, 
square and rectangular, 20.25¢e. 


C. G. Hussey & Co. quote copper conduc- 
tor pipe to the large trade at 40 and 10 and 
» off list; elbows and shoes, 10 per cent 
off list; copper nails, base, 27 cents per Ib., 
with usual extras. 

Carborundum Cloth.—Prices on this 
material have been reduced about 15 
per cent, and the demand is reported 
only fair. 

Emery Cloth.—There has also been 
a reduction of about 15 per cent in 
prices on emery cloth, and demand is 
quiet, : 

Files.—Prices on Black Diamond, Dis- 
ston and Nicholson files of all grades 
have been reduced about 10 per cent. 

_ Galvanized Ware.—Further reduc- 
tions of about 5 per cent have been 
made on some articles of galvanized 
ware, and the market is none too 
strong, due largely to the lower prices 
on galvanized sheets, and the probabil- 
ity that prices may go still lower. 

; Hinges.—The Griffin Mfg. Co., Erie, 
Pa., has made a reduction of about 10 
per cent on its full lines of hinges and 
butts. As yet the other leading mak- 
ers have made no changes in prices. 

Incubators and Brooders. — These 
goods are in season now, and prices are 
the same as those in effect on June 1, 
last year. The Buckeve line of incuba- 
tors and brooders is offered to the trade 
at 30 per cent off list, f.0.b. Pittsburgh. 
The demand this year is expected to be 
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better than last year, as chicken feed 
has come down very much in price, 
and more people will be in the business 
of raising chickens this year than for 
three or four years. 


Knives.—The well-known line of Wil- 
cons’ English butcher knives has been 
reduced 12', per cent. 


Ice Cream Freezers.—Announcement 
is made by leading ice cream freezer 
makers that prices for this season will 
be the same as for last year. The mak- 
ers point out as a reason for this, that 
they made up their freezers about the 
middle of last year at a time when raw 
materials and labor were very high, 
thus making their costs as high as be- 
fore, and in order to secure a fair 
profit, they must maintain last year’s 
schedule of prices. It is believed the 
coming season in ice cream freezers 
will be an active one. 


Cedar Churns.—The Richmond Cedar 
Works, Richmond, Va., makers of cedar 
churns, has issued a new schedule of 
prices showing a reduction of about 
15 per cent over prices of last year. 


Paints.—Local dealers report that 
the demand for paints, and also for 
painters’ supplies is better than for 
some time, and that prices are fairly 
strong. There is a feeling in the trade, 
however, that prices on ready-mixed 
paints should be lower in view of the 
much lower prices ruling in materials 
from which paints are made. Jobbers 
and dealers quote as follows: 

Linseed oil is now 
gallon in bbls. of 50 gallons Turpentine 
is 95c. per gallon in bbls. Mixed paints 
are held by jobbers to retai‘ers at about $3 
per gallon. White lead has been reduced, 
and is now quoted by dealers to the small 
trade at $13 per 100 lb., with a reduction of 
10 per cent over this price in 500 Ib. lots 
Varnish is being sold at about 40 per cent 
off list. 

Screen Door Hinges.—The Bommer 
Mfg. Co., manufacturers of the Bom- 
mer line of screen door hinges, an- 
nounces, under date of March 1, a re- 
duction of 10 per cent in prices. The 
outlook for spring trade is regarded as 
good. 

Putty.—Prices on putty have been re- 
duced considerably, jobbers now quot- 


quoted at 88e. per 
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ing from 6'%c. to 7e. per |lb., depend- 
ing on quantity. 

Steel Goods.—A leading maker an- 
nounces that prices on hand farm and 
garden tools made from steel are not 
likely to be reduced this season. Goods 
for this spring trade were made up 
last year when prices of steel, handles 
and other supplies were high, so that 
the makers have not yet had the bene- 
fit of the lower prices that are now 
ruling on these goods. It is said that 
dealers will run no risk in buying ahead 
on steel goods, as prices are not likely 
to be lower in the near future. 

Sheets.—There is more or less cut- 
ting in prices on black and galvanized 
sheets both by the mills and jobbers, 
and this is unsettling the whole mar- 
ket to some extent. Independent mills 
are quoting black sheets frém mill as 
low as 4c. and galvanized as low as 
5.25c. in large lots, but there are a good 
many resale sheets on the market that 
are going at even lower prices.  In- 
dependent sheet mills are not operating 
to an average of more than 30 per cent. 
The Steel Corporation mills are oper- 
ating to about 60 per cent or better. 

Window Glass.—Jobbers report the 
new demand a little better and say that 
prices are holding fairly firm. 


For shipment from stock, jobbers are 
quoting single strength, A and B, 77 pei 
cent off; double strength, A, 79 per cent 
off; double strength, B, 81 per cent off. 


The better 

Wood Screws.—Discounts have been 
increased 2, points on all kinds, equal 
to a reduction in prices of about 10 
per cent. 

Wire Products.—Reports are that an 
Ohio River mill is selling wire nails 
in large lots to nearby trade at $3 
base, per keg at mill. The whole mar- 
ket on wire products is quiet, demand 
being only for actual needs. Independ- 
ent mills are running to less than 40 
per cent of capacity, while the Ameri- 
can Steel & Wire Co. is doing only a 


demand is said to be 


little better. Prices are only fairly 
strong. 

Jobbers are quoting. wire nails to the 
trade in small lots at about $5.60 to $3.75 
per keg, base; and plain and Hessemer 
wire at $3.50 to $2.75 per 100 Ib. out of 
stock 


CLEVELAND 


Office of HARDWARE AGE, 
538 Guardian Building, 
Cleveland, March 7. 
YOME of the Cleveland retailers in 
‘J the downtown district report an 
improvement in business and generally 
retail dealers are enjoying about the 
normal amount of store trade for this 
season of the year, except in builders’ 
hardware and sales in other lines to 
contractors. At present very little 
builders’ hardware is moving. Jobbers 
are doing a fair volume of business, 
but retail dealers generally are buying 
only in small lots, although an occa- 
sional order is being placed for a good 
sized lot of merchandise. A feature of 
the jobbing trade is that considerable 
business in seasonable garden tools, 
screen doors and other lines is now 


coming from retailers who deferred 
their purchase last fall because of their 
expectation of lower prices. Some of 
these are still rather timid and are 
buying only in small lots. 

Price changes were fairly numerous 
during the week, but on the whole 
prices are moving down rather slowly. 
Consequently the trade is not badly dis- 
turbed by the changes and retailers are 
in a better position to work off their 
old stocks. 

Automobile Tires and Accessories.— 
The demand for tires and accessories is 
still rather slow as retailers are not 
stocking up but are buying only sup- 
plies as needed. The trade looks for a 
good season’s business in these lines. 
Prices are unchanged. 

We tock f.o.b 


from jobber 


quote 
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Reliable jacks No. 1, $2.33; No. 
Titan spark 
plugs, 65c. in lots up to 10, and 58c. in lots 


Cleveland: 
2, $3.33, in lots of 12; A. C. 


10 to 100; Derf spark plugs, 9c. 


each for all sizes, in lots less than 50: 
Champion X, 50c. each for less than 100 
and 48c. each for over 100; Champion regu- 
lar, 58c. each for less than 100, all sizes, 
and 56c. each for over 100. 


Axes.—Jobbers are now placing in 
effect the new axe prices announced 
last December and have commenced to 
take orders for fall delivery. These 
prices are about 10 per cent higher 
than those that prevailed last year. 
Some of the jobbing houses deferred 
making the new prices effective as they 
thought the prices might decline, but 
at present there is no indication of 
lower prices. 


Jobbers quote single bitted axes at $25 
per doz. and double bitted at $30 per doz. 


Aluminum Ware.—The demand for 
aluminum ware has improved materi- 
ally and jobbers’ sales are now fairly 
heavy. Aluminum ware moved rather 
slowly when higher prices were prevail- 
ing and it is believed that the recent 
reduction in prices has stimulated the 
demand. 

Asbestos Products.—Prices on asbes- 
tos board, asbestos paper, pipe covering 
and other asbestos products have de- 
clined about 10 per cent. 

Barb Wire.—There is a fairly good 
demand at present for barb wire at the 
recent price reductions. 

We quote barb wire from jobbers’ stocks, 
in 80-rod spools, as follows: Cattle wire, 
$18: hog wire, $4.40; American special, 

Bolts and Nuts.—The demand for 
bolts and nuts is light and prices are 
unchanged, although the market is 
rather weak. Manufacturers are tak- 
ing but few orders and it is the gen- 
eral belief that an inquiry for a good 
sized lot would bring a concession of 
10 to 15 per cent from manufacturers’ 
regular prices. 


Jobbers quote: Large machine bolts, 50 
to 50, 10 5 


and 5 per cent off list; small 
machine bolts, cut thread, 50 and 10 to 60 
off list; ro‘led thread, 60 to 60 and 5 per 
cent off list; carriage bolts, cut thread, 
40 to 45 per cent off list; rolled thread, 45 
to 50 per cent off list. 


Brass and Copper Products.—Prices 


of from 


on brass and copper products have de- 


clined about 1c. per Ib. 


Jobbers quote brass rods at 20c. per Ib. 
base; brass wire, 23c. per Ib. base; copper 
wire, 18c. per Ib. base; brass sheets, 22c. 
per Ib. base; brass tubing, 29c. per Ib. base; 
copper sheets, 27c. per Ib. base. 


Common Chain.—The demand for 
chain is moderate and prices are un- 
changed. 

Jobbers quote %-in common 
104%c. per Ib. and %-in. at 9\c. 
for stock shipment. 

Enameled Ware.—Prices on Royal 
enamel ware have declined 10 per cent. 
Jobbers now quote this ware at 20 and 
5 per cent off list. 

Emery Cloth and Paper.—Prices on 
these products have declined 10 per 
cent. 

Fence.—Fence is now being sold in 
fairly good volume for spring delivery. 
Prices are unchanged. 


Jobbers quote fence prices f.o.b. Pitts- 
burgh, as fo!lows: 58 per cent off list for 
full cars; 57 per cent off list for 1000 rods 
or over; 56 per cent off list for less than 


chain at 
per Ib. 


1000 rods. 
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Furnace Pipe and Elbows.—Jobbers 
are now taking orders for furnace pipe 
and report the demand fairly active. 


We quote furnace pipe as follows: Nested 
tin pipe, 50 and 10 per cent off list; nestea 
galvanized pipe, 50 per cent off list; tin 
and galvanized elbows, 45 per cent off list. 


Garden Tools.—There is a fair scat- 
tering demand for garden tools from 
retailers who had not previously placed 
their orders for next spring. 

A large share of retailers’ orders in- 
clude a few garden tools. No price 
changes are expected this season. 

Galvanized Ware.—Another price re- 
duction has been made on galvanized 
ware. This ware is affected by the de- 
cline in prices on galvanized sheets. 
The demand at present is light. 


Jobbers ante; Tubs with wringer at- 
tachment, No. 1, $9 per doz.; No. 2, $10 
per doz.; No. 3, $11.25 per doz.; 12 qt 


pai's, $2.75 to $3 per doz.; Red Band pails, 
$8.64 per doz. 

Handles.—There is a fair demand for 
handles and the market is firm. No 
price reductions are looked for. 

Jobbers quote American Fork & Hoe 
Company’s hay and manure fork handles, 
without ferrules, as follows: X grade, 4 ft. 
handles, $3.50 per doz.; 4% ft., $3.85 per 
doz.; 5 ft., $4.50 per doz.; XX grade, 4 ft., 
$4.10 per doz.; 4% ft., $4.35 per doz.; 5 ft., 
$5.50 per doz. Shovel handles: X grade D 
shovel handles, $6.25 per doz.; long handled 
shovel handles, X grade, $5 per doz. Hoe 
handles, X grade, $4 per doz.; No. 1 grade, 
$2.25 per doz. Single and double bit axe 
handles, XXX grade, $5.25 per doz.; XX 
grade, $4.25 per doz.; X grade, $2.60 per doz. 

Lanterns.—Sales of lanterns, which 
were fairly brisk some time ago, are 
now very light. Prices are unchanged. 


Jobbers quote: No. 77 cold blast short 
globe lanterns at $14 per doz. 

Logging Tools.—Prices on logging 
tools, such as peavey hooks and cant 
hooks, have declined 10 per cent. 


Nails and Wire.—No change has been 
mi&de since the recently reported price 
reduction of 25c. per keg on nails and 
25c. per 100 lbs. on wire. The demand 
is light. 

Jobbers quote nails at $3.75 per keg for 
less than car lots for stock shipment; $3.60 
per keg for less than car lots for mill ship- 
ment and $3.35 per keg for car lots for mill 
shipment. For shipment from stock, job- 
bers quote No. 9 annealed wire, $3.75 per 
100 lbs.; No. 9 galvanized wire, $4.45 per 
a lbs.; cement coated nails, $3.50 per 100 

Ss. 


Oil Cook Stoves.—It is now between 
seasons in the sale of oil cook stoves 
and orders are light. Prices, which 
are guaranteed until July 1, are un- 
changed. 

Jobbers quote the Kerogas type of cook 


stove as follows: Two-burner, $12.90; 3- 
burner, $17.45; 4-burner, $21.70. 


Poultry Netting and Wire Cloth.— 
Poultry netting has become fairly ac- 
tive, as many dealers who have not pre- 
viously placed their orders, are buying 
now. Prices are unchanged. 


Jobbers quote as follows: Poultry netting 
15 per cent discount f.o.b. Pittsburgh for 
mill shipment and 40 to 40 and 5 per cent 
discount for shipment from stock for gal- 
vanized weaving black wire cloth, $2.75 
per 100 sq. ft. for shipment from. stock, 
and $2.50 f.o.b. Pittsburgh for mill ship- 
ment; white metal and galvanized wire 
cloth, $3 per 100 sq. ft. for mill shipment 
and $3.25 for stock shipment; bronze wire 
cloth, $9.25 per 100 sq. ft. 


Pruning Shears.—Jobbers are still 
getting a very good volume of orders 
for pruning shears, although it is rather 
late in the season for the selling of 
these goods. 
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Jobbers quote: Pexto No. 50 
shears at $11 per doz.; No. 0, $6.25 | 
No. R 65, $20 per doz. 


Pump Leathers. — Prices on pump 
leathers have declined 10 per cent. 

Rope.—Rope is in fair demand for 
spring delivery. Present prices, which 
are unchanged, are regarded as low. 


pruning 
r doz. : 


Jobbers quote best grades manila rope 
at 19%c,. per lb. for shipment from stock 
sisal rope at 14%c. per Ib. for shipment 
from mill, and 15c. per lb. for shipment 
from stock. 

Refrigerators.—Jobbers have ad- 


justed prices on future orders for re- 
frigerators to conform with the recent 
price reductions which average about 
12% per cent. No further reductions 
are expected. Some orders are being 
taken now for refrigerators but many 
retailers have not yet bought. 

Roofing Paper.—There is a good de- 
mand for roofing paper and the price 
tendency is slightly upward. However, 
a price reduction of about 30 per cent 
has been made on the Certain-teed 
paper which was not reduced when 
other roofing papers went down. Other 
grades of the same manufacture have 
been marked down about 5 per cent. 

Rules.—Prices on Lufkin and Stanley 
zigzag rules have declined about 25 per 
cent. 

Shelf Brackets.—Prices on _ shelf 
trackets have been marked down about 
10 per cent. 

Screws.—Prices on screws have de- 
clined 10 per cent. The demand is mod- 
erate. 


Jobbers quote: Flat head bright screws, 
75 and 10 per cent off list; round head 
blued or bright screws, 65, 20 and 10 per 
cent off list; flat head japanned, 65 and 10 
per cent off list; flat head brass, 62'/2 and 
10 per cent off list. 


Stoves.—There is no activity what- 
ever in either gas or coal stoves and no 
information has been given out by man- 
ufacturers as to price changes. The 
trade has been looking for a price re- 
duction on heating stoves. 

Sleds.—The demand for sleds 
fall delivery is surprisingly 
Prices are unchanged. 


Retail prices established 
Flyers are as follows: No. 1, $4.25; No. 2, 
$5; No. 3, $6.50; No. 4, $7. Retailers are 
allowed 1% off from these prices. Prices on 
Lightning Guiders net to retailers are: No. 
19, $14.50 per doz.; No. 20, $16.25 per doz.: 
No. 21, $18.75 per doz.; No. 22, $21 per doz. 
Sled prices are guaranteed for the season. 

Stove Pipe and Elbows.—Prices on 
stove pipe and elbows have declined 
7% per cent. The demand is good. 

Jobbers quote 28-gauge, 6-in. pipe at 
$4.40 per gross from stock and 6-in. elbows 
at $1.65 per doz. 


Sheets.—There is a fair demand for 
sheets and prices have been reduced, 
following lower prices that are being 
quoted by the mills. 

Jobbers quote sheets out of stock at 
5.25c. for 28-gauge black; 6.50c. for 28- 
gauge galvanized, and 4.30c. for No. 10 
blue annealed. 

Washing Machines—The Wayne 
Mfg. Co., St. Louis, has reduced prices 
approximately 10 per cent on its wood 
tub washing machines. This company 
quotes its line of Wayne Dolly washing 
machines at $67.50 to dealers, the re- 
tail price being $96.50. 

Wool Twine.—Wool twine has de- 
clined 2c. per Ib. and is now quoted by 
jobbers at 14c. per Ib. 


for 
good, 


for Flexible 
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HARDWARE AGE 


TWIN CITIES 


Office of HARDWARE AGE, 
Minneapolis and St. Paul, Minn., 
March 3, 1921. 

MPROVEMENT in general condi- 

tions has been very much slower 
than was anticipated earlier in the 
year. Nevertheless there is a gradual 
and apparently steady improvement in 
the general hardware trade as well as 
in all other lines. 

Jobbers report a fair amount of 
goods being shipped to the dealers. 
Dealers should make every effort to 
keep their stock well sorted to take 
care of usual spring business. 

The public has not changed its dis- 
position to buy carefully, and this is 
naturally the policy of the dealer until 
there is a general improvement in con- 
ditions. 

While local building trades unions 
have refused officially to accept the 
twenty per cent reduction in wages 
put into effect some days ago, contrac- 
tors have so far found no difficulty in 
securing all needed help at _ these 
reduced wages. 

Builders’ Hardware.—The past week 
has shown quite an improvement in the 
building situation. There has_ been 
only a small amount of work started, 
but there was an increase in the 
amount of building permits taken out 
for construction of homes. There is a 
plentiful supply of labor at a reason- 
able price just at present and early 
construction work will have this ad- 
vantage. 

Brads.—Stocks are in good condition. 


Sales are of small volume. No price 
changes. 
We quote from local jobbers’ stocks: 


75 per cent from standard lists. 

Bolts.—Most of sales at present are 
of very small volume. Jobbers’ stocks 
are in good condition to take care of 
normal demands, and factory  ship- 
ments can be made very promptly. No 
further price changes. 


We quote from local jobbers’ stocks: 
Small carriage bolts, 40 per cent; large car- 
riage bolts, 35 per cent; small machine 
bolts, 50 per cent; large machine bolts, 45 
per cent; stove bolts, 65-5 per cent; lag 
screws, 50-5 per cent. 

Churns.—Sales very slow in develop- 
ing and volume, but will no doubt im- 


prove as season opens. No _ price 
changes. 
We quote from local jobbers’ stocks: 


Belle churns at 45 per cent from standard 
lists. 


Eaves Trough, Conductor Pipe and 
Elbows.—There is a little improvement 
noticeable in this line as the season 
opens. Sales will no doubt develop a 
fair volume. No price changes. 


We quote from local jobbers’ stocks: 
Eaves trough, 28-gage, 5 in., lap joint, sin- 
gle bead, $6.82 per 100 ft.; conductor pipe, 
28-gage, corrugated, 3-in., $6.93 per 100 ft.; 
elbows, 3-in. corrugated, $1.94 per doz. 


Galvanized Ware.—Demand has been 
rather light. Jobbers’ stocks are only 
in fair condition. There has been a 
further substantial decline in price. 


We quote from local jobbers’ stocks: 
Standard No. 1, galvanized tubs, $8.36 per 
doz.; Standard No. 2, $9.45 per doz.; Stand- 


ard No. 3, $11.00 per doz.; Heavy galvanized 





No. 1. $20.00 per doz.; Heavy No. 2, $21.50 
per doz.; Heavy No. 3, $23.00 per doz.; 
Standard 10-qt. galvanized pails $2.93 per 
doz.; standard 12-qt. $3.23 per doz.; stand- 
ard 14-qt. $3.61 per doz.; standard 16-qt. 
stock, $5.50 per doz.; Standard 18-qt. stock, 
$6.38 per doz. 


Hose.—There is no retail sale as yet 
for garden and lawn hose. Dealers 
are, however, getting in their stocks 
for spring business. Price remains as 
last. 

We quote from local jobbers’ stocks: 
Competition, %-in., 3-ply, 10c. per ft.; 5-ply 
rubber, %-in., l4e per ft.; %-in, cotton, 
134%c. per ft. 

Ice Cream Freezers.—Sales are very 
limited, and due to general business 
conditions. Price remains firm as last 
quoted. 

We quote from jobbers’ 
White Mountain, $5.78 each; 
Mountain, $9.45 each. 

Lawn Mowers.—Jobbers will soon be 
receiving their shipments and making 
distribution to their dealers. Prices 
will no doubt, remain firm during the 
entire season. No price changes. 


We quote from local jobbers’ stocks: 
Philadelphia lawn mowers, styles C. E. and 
K, at 25 per cent from list. Riverside, ball- 
bearing, at $9.50 each. 


Milk Cans.—Business is very slow 
in developing. Jobbers’ stocks are in 
good condition. There has been a 
very slight reduction in price. 


We quote from local jobbers’ stocks: 
Railroad milk cans, 5-gal., $3.40 each; 8-gal. 
$4.20 ea.; 10-gal. $4.45 each. 


Nails.—Jobbers’ stocks are in good 
condition. Retail demand is very 
small, but is expected to pick up as 


4-qt. 
White 


stocks: 
8-qt. 


building conditions improve. Price re- 
mains as last. 
We quote from local jobbers’ stocks: 


Bright wire nail, $4.35 base; cement coated 
nails, $4 base per keg. 


Paper.—Stocks are in good condi- 
tion. Demand is very light, in line 
with general building conditions. Price 
shows no change. 


We quote from local jobbers’ stock f.o.b.: 
3arrett’s No. 2 tarred felt, $3.40 cwt.; Bar- 
rett’s threaded felt, 500-ft. rolls, $1.78 per 
roli; Slater’s felt, $1.39 per roll. No. 20 red 
rosin, 75c. per roll; No. 25 red rosin, 85c. 
per roll; No. 30 red rosin, $1 per roll. 


Planters.—Sales are only fair, as 
dealers are only buying sufficient to 
keep stocks sorted up. No price change. 


stocks: 
planters, 


We quote from local jobbers’ 
Acme potato planters and corn 
$11.25 each. 


Poultry Netting—Demand is show- 
ing a decided improvement as the sea- 
son advances. Stocks in hands of job- 
bers are not very large. Price shows 
no change. 


We quote from local jobbers’ 
Hexagon poultry netting, 40-10 
from standard list. 


Rope.—Sales are very light. Spring 
demand not having developed. There 
has been an increase in price of one- 
quarter of a cent to readjust same. 


stocks: 
per cent 


We quote from local jobbers’ stocks: 
pure manila rope at 21%c. per Ib. base; 
pure sisal rope at 16%c. per Ib. 

Sandpaper—Demand is at a low 


point but should soon show improve- 
ment. Stocks are in good condition. 
No price changes have been made. 


We quote from local jobbers’ stocks: 
Best grade No. 1 at $7.20 per ream; second 


Lil 


grade No. 1 at $6.50 per ream; No. 1 Garnet 
paper at $15 per ream. 

Sash Cord.—Business is dull in line 
with general conditions, also due to 
the fact that cord is not needed until 
construction work is quite far ad- 
vanced. Prices remain as last. 

We quote from local jobbers’ stocks 
Silver Lake No. 8 at 65c. per Ib.; ordinary 
braided cotton No. 8 at 38c. per Ib. 

Sash Weights.—The same _ general 
conditions apply to sash weights as 


sash cord. Price remains as _ last 
quoted. 

We quote from local jobbers’ stocks 
$3 per cwt. 


Screen Doors and Windows.—Deal- 
ers who have not already taken care 
of their requirements should arrange 
to do so. There is no indication of a 
decline in price and the season of sales 
is short and almost here. Prices as 
last quoted. 

We quote from local jobbers’ stocks 
Common screen doors, 2-7 x 6-8, at $29.40 
per doz.; fancy doors, same size, $34.80 per 
doz.; Sherwood adjustable 24-in. window 
screens at $9 per doz.; Wabash extension 
at $7.70 per doz. 

Screws.—Business continues dull in 
this line. Stocks are in good condition. 
There has been a further decline in 
price. 

We quote from local jobbers’ stocks 
Flat head bright screws, 75 per cent; round 
head blued screws, 70 per cent; flat head 
japanned screws, 65 per cent: flat head 
brass screws, 65 per cent; round head brass 
screws, 62% per cent; iron machine screws, 
60 per cent; brass macine screws, 40 per 
cent, 

Solder.—Sales continue very dull 
with no indications of immediate im- 
provement. Price remains as last. 

We quote from local jobbers’ 
Half and half solder at 25c. per Ib. 

Steel Sheets.—Sales are of very 
small amounts, but there is a gradual 


stocks 





improvement. There has been a de- 
cline in price since last report. 

We quote from local jobbers’ stocks 
28-ga. black sheets, $5.85 per cwt.; 28-ga. 
galvanized sheets, $7 per cwt. 

Tacks.—Bysiness is very light. 
Stocks are very plentiful. There is 


likely to be a reduction in price later. 
Prices now as last quoted. 


We quote from local jobbers’ stocks: 
American cut, 8-0z., 82c. per doz.; tinned 
carpet, 8-oz., 85c. per daz.; blued carpet, 
8-oz., 76c. per doz.; double pointed, 11-0z., 
39%ec. per doz. 

Wheelbarrows.—There is an_ im- 


provement in amount of business done 
in this line, although the total volume 
is still small. Price remains as last. 

We quote from local jobbers’ stocks 
Fully bolted wood barrows, $42 per doz.: 
No. 1 tubular steel, $7.50 each: No. 1 wood 
garden barrow, $5.75 each. 

Wire Cloth.—No retail demand has 
developed as yet, but dealers should 
get their stocks into condition im- 
mediately. Indications are there will 
be a shortage of the better brands. 
Price remains as last quoted. 

We quote from local jobbers’ stocks 
Black, 12 x 12 mesh, at $2.50 per 100 sq, ft 
Alumina, 12 x 12 mesh, at $3 per 100 sq. ft 

Wire.—Sales continue of small vol- 
ume, although showing improvement. 
Except for barbed wire, stocks are in 
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good condition. Price shows no 
change. 


We quote from local jobbers’ stocks: 


3arbed wire, painted, cattle, 80-rod spools, 
$3.62; galvanized, $4.28; painted hog wire, 
$3.88; galvanized hog wire, $4.96 per spool 
Smooth black No. 9, $4.35 per ewt.; gal- 
vanized smooth, No, 9, $5.05 per cwt. 


ry . we . . 
[win Cities Paint Market 
Minneapolis, Minn., 
March 7, 1921 

Dealers report an improvement in 
paint sales, although it is almost en- 
tirely of small lots. 

Manufacturers and jobbers are mak- 
ing shipments to dealers of their spring 
orders. Most of these orders were 
placed on price guarantees to May first. 

Paint.—Retail demand is very light. 
Prices show no change since last report. 


We quote from local jobbers’ stocks: 
First grade house paint, $3 per gal.; sec- 
ond grade house paint, $2.25 per gal. 


Turpentine.—Sales remain of very 
small volume. There has been a fur- 
ther heavy decline in price. 


We quote from local jobbers’ stocks: 
Turpentine in barrel lots, 80c. per gal. 


Linseed Oil.—Sales are light. There 
has been a further decline in price. 

We quote from local 
Linseed oil in barrel lots: 
Boiled, 4c, per gal. 


jobbers’ stocks: 
Raw, 82c. per gal. 
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We quote from local 
In l-gal. cans, case lots: 
$3.75 per gal.; white shellac, $4 per gal. 

Alcohol.—Demand has been unusu- 
ally light during the entire winter 
There has been a further decline in 
price. 

We quote from local 
Denatured alcohol in bbl. 


jobbers’ stocks: 
Orange shellac, 


jobbers’ stocks: 
lots, 60c. per gal. 
White Lead.—Demand continues very 
light with poor prospects of any large 
demand. Price remains as last. 
We quote from. local 
$13.61 per cwt. 


jobbers’ stocks: 


Cleveland Paint Market 
Office 

53S Guardian 

Cleveland, 

The paint market is looking up some- 
what according to reports from job- 
bers, and manufacturers state that or- 
ders are coming out in better volume. 
Retailers are placing orders for mixed 
paints and specialties for spring deliv- 
ery but are buying in smaller quanti- 
ties than usual. Automobile paint, 
stains and floor paints are moving 
fairly well. Prices are not guaranteed 
but no change is expected before July. 


mixed 


$3.25 


of HARDWARE AGE, 
Building, 
March 7. 


grades of 
colors and 


Jobbers quote best 
paints at $8 per gal. for 
for white. 

Linseed Oil.—The demand for linseed 
oil has improved and prices have ad- 


tinseed oil at 78c. per gal. 


-March 
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for raw oil and sic 
in barrel lots. 


Turpentine. — Turpentine has ad. 
vanced 2%c. per gal. and the price js 
now on a more level basis. Jobbers 
quote turpentine in bbl. lots at 77%e. 
per gal. 

White Lead.—White lead is moving 
a little better than it has been and the 
price is unchanged at 13c. per lb. in 
100 lb. kegs. 


per gal. for boiled oil 


Clev iia Cc lub Officers 


The organization of a hardware club 
in Cleveland, which was decided upon 
at the recent annual meeting of the 
Cleveland Retail Hardware Association, 
was effected at a meeting held by 
a number of retail dealers and jobbers 
March 1. Officers were elected as fol- 
lows: 

President, C. A. Jewett, The George 
Worthington Co.; first vice-president, 
Chas. Rehburg, retailer; second vice- 
president, W. A. Hendricks, The Kin- 
ney & Levan Co., jobbers; secretary- 
treasurer, P. G. Wuertz, retailer. 

A membership committee of fifteen 
was appointed to enroll members in 
the new organization, which will be 
composed of retailers and representa- 
tives of jobbing houses and manufac- 
turers. The club has arranged to have 
its quarters in the Old Colony Club, 
Hotel Cleveland. 
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Shellac.—Sales are on a par with 
other items in paint line. No price yanced slightly. 
change. Jobbers quote 
Mill and Hardware Prices 
BARS—CROW— Wire Gauge Jobbers’ and R. S. 
Steel Crowbars, 10 to 40 Ib., Blactstth: 5 ii052500003% 
SA@9 Ad Brace Drills for Wooa..334% 
Pinch Bars, 10 to 40 
cesice EMER Y—Tarkish— 
BELTING—LEATHER— Out of market at present time. 
From No. 1 Oak Tanned Butts. Domestic, Ib. ...eeeeeeee 11%¢ 
Belting, Ex. Hvy., 18 o#..35% HAMMERS AND 
Belting, Heavy, 16 oz...... 40% SLEDGES— 
Belting, Medium, 14% 02..40% 3 to § Ib.... fens 50810 
Belting, Light, 13 oz...... 50% ere wh... ocre "S0K10 
Second quality, Sides...... 55% 
Second Quality, Shoulders. .60% OILERS— 


Cut Leather Lacing, Strictly 
a ee ear 45% 
Leather Lacing Sides, per sq. 
ft. Raw Hide, No. 1 in- 
sides 17 sq. ft. and over. .47¢ 
Caeser 07 60, Phu s0000008 45¢ 
Rubber— 


Competition (Low Grade)50&10% 


rrr 40&10% 
PO BONES 6 sccctvccene eT by) 
BLOCKS—Tackle— 

Common wooden ......+06+ 15% 
PRR Caunes aie beeneaess 15% 
Bolts— 
Carriage, Machine, &c.— 


Common Carriage (cut thread): 
% x6, and smaller. ..40&10% 
Common Carriage (rollea 
thread): 
¥% x 6, and smaller 45&5 Less 
Larger or longer...45&5 
Phila. Eagle, $3.00 list 60% 
Bolt Ends, H. P. Nuts..... 40% 
Machine (cut thread): 
% «4, and smaller.......50% 
Larger or longer........ 40% 
CHAIN—Proof Coil— 
American Coil; Straight Link: 
ay! ies M%, re 00; Ang 
$12. %, $11.00; 7/16, 
$10. $0; %, $10.25; %, $9.75; 
H%, $9.50; HK, $9.25; 1 in., 
$9.00. 


DRESSING—Belt— 

Liquid im gal. cans, gal...$3.00 
DRILL AND DRILL 
STOCKS— 


Toe, DS SWER. cece 45% 
Twist, Taper and Straight 


EE Shows c55905e04 aun 





Steel, Copper Plated. .50-10-5% 


Chace, Brass and Copper... od | 
Railroad, coppered....... 3314 % 
Chace, Zinc Plated........ 20% 
Railroad, brass ......+. 20&5% 
PICKS AND MATTOCKS— 
ON PP ee 30% 
Contractors’ Picks.20% Discount 
ROPE— 


Eastern Retail Trade. Per lb. 
Manila, % in diam. and larger: 


Highest Grade........... 23¢ 
SOCond Grade. o000 000% 19%¢ 
Hardware Grade ...... 25%¢ 
Sisal, % in. diam. and larger: 
Highest Grade ..... oesene 23¢ 


pe ae 20¢ 
Sisal, Hay, Hide and Bale Ropes, 
Medium and Coarse: 
rt A A aes 23%4¢; . 
sn Parved, Medium Lath 
Yarns: 
First quality 
Second quality .........+- 
Cotton Rope: 
Best 5/16-in. and larger, 
4 


second 
¢ 


@50¢ 
Medium, 6/16-in. and larger, 
48¢ 


Third Gr., 5/16-in. and 
larger 45@46¢ 
Jute: 
No. 1. %-in. and up... .23¢ 


No. 2, %-in. and up....17%e¢ 
saws AND FRAMES— 


ack— 
Saws, 6 to 14 in., inc...... 35% 
Saws, Machine Blades, 
12 to 14 ém..... «eee 10&10% 


Saw Frames— 

Iron, adj., per doz........$4.10 
Steel, adj., 8 to 12 in., per doz., 

$1 7.88 

Steel, adj., steel hdle., 


Ster F. S. Frame ...cccce $20.22 
- $21.22 


per doz., 
8. 11 


Adj. Pistol-Grip, per doz. 
SCREWS— 
Coach, Lag and Jack— 


Coach, Gimlet Point.. 15X5% 


Jack Screws— 
Standard List 


Machine— 
Cut Thread Iron, 
Flat Head or Round Bons. 
0&10% 
Fillister or Oval ail Head, 
50&10% 


Fillister or Oval Head. 40810% 
Rolled Thread Iron, F. 

Ot a an 6624 % 

Fillister or Oval Head..80% 
Rolled Thread Brass: 

we Se. a oe 50410% 


Fillister” or Oval Head...60% 
Set and Cap— 
Filet CS eee — 


~ tron EE ee ere 35 
a a eres 60&5% 
Hen. TE, COD ovcveccveccs 40% 

VY” and smaller ........ 60% 

%” and larger 50&10&5% 
Fillister Head Cap ......... 4 

Wood 
Flat Head, Iron ...... 70&15% 
Round Head, Tron... .674%&15¢ 
Flat Head, Brass...... 60&15% 
Round Head, Brass. .57%&15% 


Flat Head, Bronze. .55&10&10% 
Round Head, Bronze 


32% &10&10% 


STOCKS, DIES AND 
rage 
die mlb, 6 6cae a. emilee S 
Hand Taps, % to 1 in....40% 
MCE ccbecvcvede cPane % 
6 SS ee Ree % 


3 
Hand Taps, smaller than % 
i 4020600060 00e ens +60 ee 





M. S. Taper Taps, No. 2 to 
oe eee 0% 

M. S. Taper Taps, larger. .40% 

W ASHERS—Cast— 

Over Y-inch, barrel lots, per 
100 |b. $7.25 


Iron and Steel 


Size bolt .. 5/16 % % 
Washers $11.75 10.50 8.25 
% HW 
8.00 7.90 
WRENCHES— 
Agricultural .....0..00.. 334% 
—_ or speteete - 50% 
ar PUAN i scx ois vk 15% 
Stiheon (oot ere 60&5% 
Genuine Walworth Stillson, 
50 & 10 
METALS— 
in— 

Straits, pig ....... ih 
Mr, sGhenneekaunes 1A 
Copper— 
eS ee Lie 
Electrolytic .........: Le 


Casting 

Spelter and Sheet Zinc— 

Western gspelter ....... GMeas 

Sheet Zinc, No. 9 base, cast 
12¢ open 13¢ 


Lead— 

American Pig....Per Ib.5'at 
WE acess weal ie Per Ib..6@7e 
Solder 
% x % guaranteed 23¢ 
oe WOO eee noe oa ¢ , 


A eee 


Prices of solder indicated by 





Private brand vary according to 
composition. 
Babbitt Metal— 

Best grade, per Ib.......- 80¢ 
Commercial grade, per 1b 40¢ 
Antimony— 

Asiatic, per 1B........ 


Alaminam— 


No. 1 Aluminum (guaranteed over 
99 per cent pure), im tmgots for 


Pere tne per tb 435 tu 4Me 
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Paint Material Prices as Quoted in New York—March 7, 
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1921 


Animal, Fish and Vege- VUlive, denatured, Dbl., Gam Shellac Black, Ivory .......8 .15 @30 
. table Oils— per gal. - -F1.50@ 1.80 Diamond I $ .S5@ 0 Lampblack .........-- 12 @40 
Linseed, Raw, carload . Neatsfoot, Prime 0@ to Fine Orang T@ Blue, Chinese ......... 60 @— 
lots, Kill. vereeeeees $ .0@ Palm, Lagos. in casks, _ A. C. Garnet Asa Blue, Prussian ....... 60 @— 
bbl, lots, gal... .7TO@ .75 spot per Ib.. -0+ THE ; - ‘ ea 
Cit) ed, 15 ; 1 bbl. Il whe rrr se ee nominal Blue, Soluble . 65 @ 
Soy: sei e Po cees 7 . ’ Rn 
Out-of-town, 5 bbl. lots ae scene Witla Kala Button .......eeeee- nominal Blue, Ultramarine ....15 @40 
and over, gal..ccrsee 67@ ay q 5 5 tro rics ; St.qe 4! 
am fr — Raw. Miscellaneous By We ccckctncveseses 538@ .5T Brown, American, | urnt ' 
Boiled, 2¢ per gal. advance on . Barytes: wr Be Ok dceawneaunie 1.00@1.10 Brown, Sienna, Italian, 
) », winter, edible selec i -_ ee ee ” ® 
3 bbls. per gal.... 1.40@1.45 Prime, White, ton......... 30@40 ae Za = Aen ree ee 2 @15 
GR, Mi incecvecesend 20@25 White and Red Lead, Ete. Turkey, Umber ....... > @ 6 
Cotton seed, : Chalk, precipitate, per Ib...5@5% Cents per Ib. (Brown, Raw Lump..... 6 @ 7 
Bleachable 5%4@ Heavy, per Ib........... 4% @4% White Lead, Dry...... 8 @ 8% Green, Chrome ........37 @5T7 
Yellow Summer, Prime, China Clay domestic 7 SRO scaiuceveactaas 10%@ — Paris. Green, Bulk 
ae E acne Se powdered, per ton............25 Red Lead, Dry.....-- 9%4@ 9% Arsenic , saat Fad giaalaccrp 32 @38 
fallow, acidless, gal. TAG TT Imported, powdered, per ton....35 Im Olle wccccccvccccces 11%@ — a ae, Be ~ 00@5.10 
Menhaden pies Cy 100 Ib.: 1,40@1.50 Zine Indian Red, Standard...14 @16 
nude, by | ee B04 PPCTAL «sees vesoers ’ “ Dy SeeETere 25 
Crude, bbl, gal . . Hilde 1.40@1.5¢ Oxide, Selected, per lb. 9%4@— Rose Pink 5 @40 
Light press-d, gal..... 4@ AG Ghlderg woccccccccccces .40@1.50 ‘ Tusean Red .22 @30 
‘ “i gE 4 s Red Seal ...ceeceeeee 10 @10% 
Bleached Winter, gal... AT@ AS UX. Gilders er 1.50@1.60 Givew: taal 11 @11% Para Pure .........-. 2.00@2.10 
i arge sacks > > € sree +) er ee ee 
Cocoanut, Coylon, bbl é Litharge, casks, per Ib.. 8% @0 White: Siac <n vo doasc. 12% @12% Commercial ........... 20 @30 
Y per TMs cores ss 9%@a@ao% Glues Vermilion, English 1.00@— 
, s@ 5 Fish, gal 1.40@1.80 Dry Colors N eis 
Cod, Domestic, Prime.. .45@ 50 ° soe i : . Per Ib. Natural Red Oxide..... 4 @5 
Newfoundland, in bbl..  .58@ .55 Bone, ID. vee eee cence eens 28@ — Black, Carbon Gas....12 @30 Yellow, Chrome 22 G 
Corn, Refined, bbl, Ib..10144,@10% Spirits of Turpentine Black, Bone ..++++++- 5% @10 Ochre, French ....-... 4 @ 5% 
Crude, bbl, per Ib. .84Y@ 8K ir gel, yard.. 0@ G1 Black, Drop ......+++ 8 @15 Domestic 300 @nw 


Selling Paint by the Roomful 
(Continued from page 85) 

to train him in the art of selling. 

When he gets so he knows how to 

handle customers his knowledge 

makes him a powerful factor in 

building business.” 

All paint is sold for use in the 
Burke & Wright store and with such 
a plan the store gives service to the 
customer. Instead of letting the cus- 
tomer decide the kind of paint she 
or he wants, Burke & Wright find out 
what it is going to be used for. Then 
they sell the material suitable for 
that “job.” 

Women will call for bicycle enamel 
when they want varnish stain and 
make other similar mistakes.  In- 
stead of giving the customer the 
wrong material and having them be- 
rate the store afterwards, the Wau- 
kegan hardware finds out the need 
and then prescribes the remedy. And 
so the people of the community have 
confidence in that store as paint pur- 
veyors, they are satisfied with their 
purchases and they come back and 
send others to get paint service and 
satisfaction where it is assured by 
expert advice from a “know how” 
salesman. 


Toy Fair Proves Big Success 
(Continued from page 81) 

to 66 2 3 per cent’on the cost. Surely 

that satisfactory. It probably 

averages higher than the usual run 

of hardware items. 

And remember that toys sold do 
not compete with other lines you 
have. It is added business. It is 
volume and profits that you could 
get from no other line. It is money 
in the hardware man’s till that would 
otherwise go into the bank account 


is 





of the department store, the electri- 
cal store, or some other merchant’s 
pass book. 

A further advantage that it 
brings folks into the store. That is 
one of the main objects in advertis- 
ing. Good salespeople make sales 
when they have people to sell to, but 
an empty’ store never means sales 
and profits. Women, children and 
men who otherwise might never come 
into the store will be drawn by the 
toy display. 

It would be next to impossible to 
place too much emphasis on the deep 
importance of a toy department as a 
means of making friends with the 
boys and girls of the community. 
They are the future big buyers. If 
you know them and they know you, 
and they have once formed the habit 
of trading at your store, how much 
more likely they are to come to you 
when they are spending big money 
in later life. 

Toys require a very small invest- 
ment and little floor space. The ex 
perience of the hardware fraternity 
with them has been eminently satis- 
factory. It seems undisputed that 
toys pay and pay big. 


is 


The Community Club Idea 
(Continued from page 88) 
a special advertising campaign to 
reach the farm trade is organized. 
At this time special appeals are made 
to the farmers to supply them with 
their spring and planting season 
needs. Mr. Barker at this time also 
speeds up his outside campaign of 
personal calls and follow-ups. 

F. E. Strong is one of the oldest 
hardware merchants in the State of 
Michigan, having been in the busi- 
ness for more than 42 years. He 





has been connected with his present 
business since 1904, which was first 
known as the Wattles & Strong 
Hardware Store and in 1913 became 
the Strong-Barker Hardware Co., a 
partnership, Mr.. Barker having been 
previously employed by the Wattles 
& Strong firm. 


a 
The Satisfied Cleaner Customer 
(Continued from page 89) 

time. Its experience covers many 
years, and Mr. Whitcomb and Vice- 
president C. H. Mueller, as well as 
others in the management of the con- 
cern, have reached the conclusion that 
best results are obtained through 
concentrating on not more than two 
makes. At present one machine is 
handled through the wholesale de- 
partment and retail sales are also 
made on the machine. Another well- 
known make is pushed hard in the 
retail division, wholesale rights not 
being given the Gross concern. 

“You cannot scatter fire too much,” 
said Mr. Mueller, “and do a thing 
justice. It is confusing to the cus- 
tomer if you talk two or three dif- 
ferent machines. Each of them has 
superiorities and advantages, and if 
each one properly presented it 
makes such uncertainty that sales are 
killed. We have weeded out failures 
and got good machines. We shall 
keep these two and push them hard. 
One will be pushed more in the retail 
department and the other will be our 
leader as a jobbing item. Our faith 
is in our machines, and because we 
believe in them, it is easy to inspire 
belief in them on the part of cus- 
tomers.” 

The Gross store keeps at it—in ad- 
vertising, by store demonstration, by 
intensive working of prospects, by 
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service on complaints and it reaps 
the reward which always comes from 
big efforts—the reward of big re- 
sults. 


Selling Over the Telephone 
(Continued from page 90) 
asked for a price on a manure 
»preader—a tip which the dealer 
capitalized the next week when the 

farmer came into the store. 

So the salesman accomplished a 
pretty good job. He got into per- 
sonal touch with the people who use 
the product, and they’ll always re- 
call that interview happily; he 
cleaned out all the dealer’s stock of 
his particular make of spark plugs; 
got a nice order for some more plus 
a number of other specialties which 
his firm handles; he convinced the 
dealer that spark plugs for tractors 
weren’t merely seasonal merchan- 
dise; he showed the dealer that his 
customers are frequently no further 
away than the telephone; that con- 
tacting with them by phone, espe- 
cially in the winter if they’re farm- 
ers, will book business which per- 
haps the catalog house might get— 
well, he handled a hard situation 
successfully by teaching the dealer 
how to sell, and the dealer bought 
because he’d had that teaching, had 
cleared his stock, turned his money 
and was ready for more. 


“Selling” and Waiting for Sales 


The dealer said afterward that 
he’d had his eyes opened to the dif- 
ference between “selling” goods and 
merely permitting customers to buy 
them. 

He wouldn’t have bought — not 
even gold dollars for ninety cents— 
when the salesman first broached the 
subject. It was necessary to show 
him how to create the need before 
he could be induced to buy. 

If every salesman and every dealer 
would study this lesson of accom- 
plishment and apply it, things would 
come back to normal even more 
rapidly than the natural trend at 
present indicates. 

Salesmen must learn that the only 
way the dealer can be expected to 
buy goods from them is for ‘the 
dealer to be able to sell them to the 
public. 

And things these days are set so 
that it’s part of the salesman’s job 
to help the dealer over the hill—and 
while he’s helping the dealer he’s 
helping himself, his house and all 
those who are factors in the produc. 
tion of the merchandise—clear back 
to the miner, the logger or the 
farmer; the three great primary 
producers. 
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Get Ready for Ventilators 
(Continued from page 93) 
The fresh air idea is everywhere 

popular. 

Years ago people slept in unventi- 
lated bedrooms, classes studied in 
superheated rooms, and public as- 
sembly places were filled with dead 
air. All that has been changed. We 
simply must have fresh air in shops, 
offices, public buildings and homes. 
And the ventilator makes that pos- 
sible in the most desirable way. The 
track to large ventilator sales is well 
oiled by popular demand for fresh 
air and the sales train will make 
great speed on this well-lubricated 
track with only a little motive power. 

In selling ventilators one sale to 
a customer should never be the goal. 
Various windows in every home 
need this modern health and sanita- 
tion aid and several rather than one 
should be the number sold. Some 
folks use this device at top and bot- 
tom of bedroom wndows, making it 
easy to sell “double headers” for 
bedroom use. 

Possibilities of large orders from 
schools, hospitals and factories are 
more than possibilities, they are 
probabilities. Such sales multiply 
into neat totals and justify special 
effort, because orders of this char- 
acter mean not only a good lump sum 
but profits above the average. 

It has been definitely established 
that brain and brawn workers will 
all deliver a better day’s work in 
well-ventilated rooms. With that 
thought in mind the salesman can 
interest employers in buying venti- 
lators. 

One company has prepared a coun- 
ter stand which shows its product in 
a manner that is bound to catch the 
eyes and the dollars of customers. 
In this display a window is repre- 
sented. The frame of the ventilator 
is just printed, but real cloth is used 
in the opening, the material being 
identical with that in the ventilators 
that are sold. In this way the porous 
nature of the cloth can be seen and 
one gets a clear conception of just 
how the ventilator will appear in ac- 
tual use. By placing an electric light 
behind the display one sees the man- 
ner in which ventilators admit light 
and air. 

Opening up ventilators and show- 
ing them to customers will open up 
their purses. They will be made 
healthier and so will your sales. 


Winnipeg Accessory Show 


(Continued from page 98) 
mentary opinions that had been 
passed to him as chairman, He 
very modestly gave the credit to 
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those who gave such united and 
friendly co-operation, meaning, of 
course, the exhibitors, who put 
every effort to make each booth the 
most attractive ever shown at any 
exposition. 

Prescott W. Robinson of Mon- 
treal stated that the Montrea!, Lon- 
don, Chicago and New York shows 
were the only ones that compared 
to any degree with the Winnipeg 
show. A. J. Hayes, Champion 
Spark Plug Co., Windsor, Ont., said 
that he had been attending similar 
shows for the past twelve years and 
that the Western Canada exhibit at 
Winnipeg was the best conducted 
that he had witnessed. 

Several other men known in Ca- 
nadian automotive circles spoke 
enthusiastically on the Winnipeg 
show and expressed the hope that 
the city would be the scene of an 
annual automotive exposition. 


Washington Letter 


(Continued from page 102) 

Imports of merchandise amounted to 
$209,000,000 in January, 1921, com- 
pared with $266,000,000 in December, 
1920, and $474,000,000 in January, 
1920. The January import total is the 
smallest for any month since February, 
1918. Imports during the seven months’ 
period ended with January, 1921, were 
valued at $2,543,000,000 against $2,- 
768,000,000 in the same period of 1920. 

The excess of exports over imports 
in January, 1921, was $464,000,000 
against $248,000,000 in January, 1920, 
and with the exception of December, 
1920, is the largest monthly excess of 
exports since June, 1919. 


Chamber Wants Data 
Economies 


Concerning 


Information as to what steps are be- 
ing taken by manufacturers, jobbers, 
and retail merchants all over the coun- 
try to cut down their. operating ex- 
penses during the current business de- 
pression is being sought in a survey 
that is being made by the Domestic 
Distribution Department of the Cham- 
ber of Commerce of. the United States. 

A letter of inquiry has just been 
sent out by this department of the Na- 
tional Chamber, to thousands of busi- 
ness men asking them such questions 
as these: 

“What are. you doing to reduce your 
personnel cost to a normal basis? 

“What have you done to reduce your 
publicity costs to a normal basis? 

“State separately the approximate 


percentage of your reduction in serv- 
ice. 
“Have you reduced your volume of 


credit business? 
“Have you effected a saving by short- 
ening time on charge accounts?” 
Business men are further requested 
to give any information they may be 
able to furnish, and which is not spe- 
cifically asked in the letter. 

















A Successful February 











Sale of Refrigerators— Using “Teaser” 


Ads to Announce a Sale—Other Sales Ideas by Hardware Men 


Refrigerators in Mid-Winter 
No. 1 (3 cols. x 14 in.) 

A refrigerator sale in mid-winter? 
Hardly possible you say. Certainly no 
chance of doing anything with such a 
sale, you add. But it may surprise 
you that such a refrigerator sale WAS 
held and DID pay. 

Here’s the details. F.S. Lamb, Sec- 
retary of the Pettee Co., Oklahoma 
City, Okla., frankly states that this 
mid-winter refrigerator sale was the 
first of its kind ever staged by the firm 


Ballintine’s 


“THE STORE THAT DOES THINGS” 


ATCH for our 
ads in the town 


papers and our 


window trim Friday, 


February 4th. 
‘We intend to 


‘Do Things 





A type of successful “teaser’ ad 


and in fact, we can go Mr. Lamb one 
better. The Pettee refrigerator sale 
is the first of its kind we have ever 
noted. 

Mr. Lamb says that complete results 
were not available at the time of his 
writing (Feb. 17) but he did state that 
results for the first two days were so 
gratifying that complete success was 
forecasted for the unusual sales event. 

If you will refer to the ad, you will 
note that the company frankly states 
that a refrigerator sale in February 
1s an experiment but that it believes 
the public will take advantage of the 
lowered prices despite the season. 

Why shouldn’t the public buy in ad- 





The dealer does, the jobber 
does, the manufacturer does. It’s a 
matter of education, that’s all. The 
public has been induced to do many 
things it never used to through the 
medium of advertising and the surface 
in this direction is hardly scratched. 

The Pettee ad is well handled. The 
only criticism is that the explanation 
of the unusual time of the sale should 
have been placed nearer the top of the 
ad so that it could be ready to meet 
the first gasp of astonishment on the 
part of the reader. 

The panel idea is a dandy display 
idea to show the reader quickly just 
what styles are represented in the sale 
and the price with estimated saving. 

The refrigerators are well described 
in the opening talk and the reason for 
the 15 per cent reduction explained in 
a plausible manner. Many people who 
had intended buying a refrigerator 
during May or June will respond to 
this appeal and buy now. Here is one 
reason why it pays to watch this de- 
partment and see the trend of mer- 
chandising. 


Phonograph Record Publicity 


No. 2 (2 cols. x 6 in.) 

We don’t know but the Buchanan 
Hardware Co. of Richfield Springs, N. 
Y., has hit upon the best way to ad- 
vertise records month in and month 
out. 

This ad simply lists the whole bul- 
letin. It is in effect as if every reader 
of the Richfield Springs Mercury re- 
ceived a bulletin from the Buchanan 
Hardware folks. Of course, the per- 
sonality of the bulletin is lacking but 
from the listings, one can get a line 
on the month’s offerings and sort of 
figure out whether or not there is any- 
thing interesting enough to warrant 
demonstrations. 

This ad is very simple, very neat and 
very effective. It says “Victor” by 
means of the trade-mark and the grand 
classifications of records makes it easy 
for the reader to run over the selec- 
tions intelligently. 
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vance? 


The liberal left margin and hanging 
indention with bold face capitals cer- 
tainly makes this ad easy to read. 
Note this type arrangement very par- 
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A February Sale of Refrigerators 

Is An Experiment In Oklahoma City 
We are doing our part to make it 
worth while for you, and are copfidgnt 
you will take advantage of our offer 
during February. 
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People bought despite the season 


ticularly if you wish to make an ad 
full of small type easy to read. 


A “Teaser” Ad 


No. 3 (2 cols. x 6 in.) 

During recent months there has been 
quite an epidemic of “teaser” cam- 
paigns. These have been staged by 
manufacturers as well as dealers. 
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“THE STORE THAT DOES THINGS 


50, .75 and $1 Sale 


What 50c will Buy What $1 will Buy 












































: j i Basins ............ $1.00 
24 in. Wrecking Bar 50e From $1.10 to $1.30 Aluminum 
From 50c to 75¢ Granite Mixing Bowls. Oe $1.25 Yellow mixing Bowls - nian ae $1.00 
506 From $1.00 to $1.50 Cast Spiders —._..... $1.00 
From 50c to 75c Yellow Mixing Bokls - , ¥ 
From $1.00 to $1.30 Alluminum Gem Tins...$1.00 
From 50c to 85c Granite Basins Oe 
From $1.00 to $1.50 Aluminum Stew Pans...$1.00 
From 50¢ to 75c Fry Pans Oe a 00 
From 60c to 75c Wire Clothes Lines. _..50e From $1,00 to $1.50 Covered Stew Pans — $1, 
8 and 10 qt. Tin Milk Pans 0c From $1.00 to $1.60 Dble — a: 
A nest of 4 Tin'Basins 500 From $1.00 to $1.65 Coffec Pots p-—-~-$1.00 
3-Layer Cake Tins 50c From $1.00 to $1.65 Tea Pots 4 $1.00 
60c Soap Stone 50c From $1.25 to $1 50 Bread Raisers 1,00 
From 50c to B5c Allu. Gem Tins - 4c Frome Pais thoes Senior 1.00 
2-35¢ Cake Tins 50c From $1.00 to 81.75 All Sizes Stew Kettles... $1.00 
65c Allu. Cake Tins 50c y 75 bi ne nile r 
60c Granite Pie Tins 50c gallon Qil Cans cinema 1 
« =. 5 $1.25 to $1.75 Pyrex Dishes 1,00 
a ag hog rms vag og Tim i $1.00 to $1.50 Pocket Knives oon 00 
Sie to 0c Granite Sihk Strainers re $1.00 to $1.50 Tin and Galvanized Pails 1.00 
Wc to 85c Tin and Granite Dippers 50c $1.50 Saw Sets pom 
50c to 85c Granite Stew Pans A —50e $1.25 Crescent Wrenches — | 
50c to 75c Covered — Pails  50e $1.00 to $1.50 Agua ' Wrenches .. 1.00 
50c to 85c Tin Dinner Pails 50c $1.50 ~_ Saw _ 1.00 
50c to 85¢ Butcher Knives .. ~ 50c 5 1-gal. Syrup Cans 1.00 
50c to 85e Nail Hammers 50c $1.25 Can Me’ yal Polish “ +4 
10 pkgs Carpet Tacks 50c $1.25 Can Waxit Furniture Polish 1. 
3 Mill Files, 9 in % 50c 1 gal. Wood Preserver 1.00 
What 75c will Buy 
1.00 Brown Earthen Tea Pots 75 $1.00 Aluminum Gém Tins 75e 
* in Sweat Pad abe _ 75c to $1.00 Granite Stew Pans ..... 75¢ 
00 Can in’Solvert. 75 75¢ to $1.00 Stew. Kettles CRESE 
rom 76c to $1.00 Granite Mixing Bowls 75¢ 75c to da 3 oon 5 Dishes ....... caine RE 
From 75¢ tg $1.00 Allyminum Basins 75e $1.00 F, ancy Be satel ‘a 
From 7c t@ $1.00 Yellow Mixing Bowls Tbe Tc to $1 Galvenieed and Tin Pails — eee 
From 75¢ th8$1.00 Wash Basins 75¢ $1 .00 Cobbler Set oe - ~75« 
$1.00 Patty Moulds 75 $1.00 Crescent Wrenches _ 75c 
$1.00 Coffee Grinders 75c $1 00 value Congoleum Floor Covering. aE 





Look Over Our Window Display for Many Other Article Not Listed 


BALLINTINE HARDWARE CO., Warsaw, N. Y. 









A popular form of definite price sale 


This “teaser” ad used by Ballan- Just a glance through the items 
tine’s, Warsaw, N. Y., introduces the listed will show you that real values 
large sale ad which is shown herewith. are being offered and that the idea of 

There are different types of “teaser” 














ads. Sonie do not give any indication A 
of the firm name or the article being v6 New Records 
advertised while others devote their einen 
° ° or rebruar 
space to heralding some important an- ; J 
nouncement without giving any idea of : neosea 
what the announcement will be. The 4 Pgh, Bympnon,— Allegretto scherzando #°hiladelpria Orch’'tra 
Ballantine ad belongs to the latter : 6 Eremavera svete 
class of “teaser” ads. Le, 
ae an ‘ Spinning Sung—Rachmaninoff. 
The “teaser” ad of the Ballantine type ee ooo og 
is run ahead of the larger announce- ie 
. ° Dotty Dimples—One Step 
ment and is generally given a generous He eee icsle Make It So—Madly Vos 
run including about every paper avail- Ueou Coshd Care tiny — 
. y x rot 
able although the large ad is scheduled Palesteons Yor Trot. 
for a much more limited run. popucan Reconos’ 
Teaser ads should always inform the Dein Voce Byen 
reader what newspapers will carry the Lot the Reet. of the World clo Bry 
large announcement. Otherwise, un- My HomeTown is & One icin ens 
- ste of Golden Dreame Waltz 
less the run for the large ad is all- Oh ea Ray Geel You Ought 0 Bee My Qee Cee Prom Wy) Ine 
inclusive, the teaser ad will fail in its - thane 
mission. When Youre Gone 1 Won't Porget 
A Three-Cornered Sale ae — mannuenee Co. 
“AT YOUR SERVICE” 
No. 4 (4 cols. x 10 in.) 
This is the large announcement Advertising the month’s record 
which the foregoing “teaser” ad fea- offerings 
tured. It is a unique sale of items for 
50c, 75c and $1. the sale lends great interest to the 
The ad is very well arranged. The offerings. 
sub-headings are direct to the point In connection with this sale, the 


and one can look over the ad in a_ store windows were dressed showing 
minute or two, so easily read are the an assortment of the items at the three 
various blocks of items. prices. 
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The psychology of a definite price 
sale is that, provided the prices are 
under $1, the reader figures at once 
that he can afford to purchase any 
item offered. In the case of a per cent 
off sale, some figuring is necessary be- 
fore the reader gets a line on what he 
can afford to buy. In other words, a 
sale like Ballantine’s makes it unneces. 
sary for the reader to do any figuring, 
allows him to understand each offer. 
ing as it is read and encourages him 
to' give the ad careful attention from 
start to finish because of its price 
limits. That is the reason why the 
“Dollar Day Sale” has become so popu- 
lar with hardware merchants. 


The “Traveling” Salesman 

The Coleman Lamp Co., Wichita, 
Kan., built a two-room house on a Ford 
chassis, equipped with every modern 
convenience, including a Coleman light- 
ing outfit. The house car is to be the 
home of N. B. Dilday, a salesman of 
the company, who will live and ride in 
it from Wichita to Los Angeles, Cal. 
Mr. Dilday will be accompanied by his 
wife and two children. 

In addition to being a two-room house 
on wheels, the car is an attractive 
animated billboard, as the story of the 
Coleman products is pictured and told 
on the side and back of the body. 
Demonstrations will be given all the 
way from the office to the coast for the 
purpose of showing the efficiency of the 
lighting plant in homes, stores and 
churches. 


Canadian Retailer Guarantees 
Prices 


Bay’s Hardware, Kamsack, Sask., 
Canada, employs a rather novel method 
to stimulate buying among its cus- 
tomers. Having noticed the success 
attained by manufacturers who have 
guaranteed prices against declines, this 
store has adopted a similar program. 

The firm recently printed the fol- 
lowing announcement in the Kamsack 
weekly newspaper: 

“We guarantee prices for three 
months—that is, in event you purchase 
any article from this store at any time, 
we will issue a slip covering the trans- 
action. If within three months the 
price on this article declines we will 
refund you the difference between the 
price you paid and our new price. 

“Don’t wait for lower prices, because 
we protect you. It wll pay you to buy 
goods as you need them.” 

The store also makes it a point to 
revise their prices immediately on the 
basis of any declines which come 
through from the manufacturers and 
all declines are advertised when put 
into force. 





N. B. Richards, South Manchester, 
Conn., has withdrawn his_ interest 
from the F. T. Blish Hardware Co. 
that place. The business is now con- 
ducted by E. G. Seaman. 
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Complete Garage Sets 


OMPLETE hardware door sets McKinney Garage Door Sets have 
for garages of all sizes, shapes, been given the same careful attention 
and designs are among the recent de- that 1S responsible for the worth and 


work of McKinney Hinges and Butts. 
The McKinney Manufacturing Com- 
pany has been identified with the de- 
velopment of builders’ hardware for 
fifty years. 


velopments of the McKinney Manu- 
facturing Company. Garage doors 
hung with these sets are easy to oper- 
ate, offer greater protection and 
assure an entrance that adds dignity 


and charm to the whole structure. McKinney hung garage sets are 
} being extensively advertised in The 
These garage sets have a remark- Saturday Evening Post, The Literary 
ably wide range of usefulness embrac- Digest, System and a number of the 
ing the swinging, sliding-folding and _ leading Architectural and Builders’ 
‘around «the corner” types of doors. Magazines. McKinney Dealers 


Doors hung with the sliding-folding should be equipped and ready to fol- 
set fold smoothly out of the way into low up this advertising with sales. 
the garage. “Around the corner” Send for the illustrated booklet on 
hung doors, used where space is com- McKinney Garage Sets and informa- 

: eee : ° tion on the general McKinney adver- 
paratively limited, slide along the in- 


- = tising helps. These include counter 
side wall. McKinney hung doors close —_ 4 ed display cards, proofs of 


weathertight — without sagging or the national advertising, booklets and 
sticking. All these sets, including a complete campaign of general hard- 
drawings and directions, are packed ware advertisements for your local 
complete in wooden boxes. newspapers. 









McKINNEY MANUFACTURING CO., Pittsburgh 


Western Office, State-Lake Bldg., Chicago. Export Representation 


MCKINNEY 
Hinges and Butts 


Also manufacturers of McKinney garage and farm building door 
hardware, furniture hardware and McKinney One-Man Trucks 
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Being Products 


Line of Floating Toys 


Step up and meet the Bobs family, 
there’s Billy, Betty and the Bobs twins 
and they have a family of cousins all 
made by Rees Davis, 180 North Dear- 
born St., Chicago. The Bobs toys are 
of the floating variety and are com- 
posed largely of rubber sponge with a 
rubber ball head and an attractive 
hand painted face. These toys have a 
two-fold purpose in that amusing the 
child the mother or nurse has the op- 
portunity of giving the infant a bath. 
No normal healthy child will endure a 
bath in silence, but given a Bobs toy 
that will float about the tub or that 
may be given a little bath and the 
change in infant attitude is said to 
be wonderful. The sponge is sulphur 
treated so that baby may put the 
whole doll in his mouth without danger 
of infection; the color on the face is 
guaranteed fast and will not injure or 
discolor the child’s mouth. 

The cousin-Bobby Bobs is made of 
cork with a round flat body and head 
and straight stick legs and arms 
painted appropriately. The joints are 
treated so that the water will not 
loosen them. 

The inventor got the idea from 
bouncing a rubber ball into a tub in 











The Bobs Family 


order to tempt a pet bull dog to take 
a bath. The rubber ball did the trick 
and the dog it was found would take 
a bath any time the ball was bounced 
in the tub first. 


For Tacking on Tags 


Want to ship a box or a trunk? 
Must have two or three labels securely 
tacked on in different places or it is 


not acceptable for shipment. Hunt 





Placed on the Market by Hardware Manufacturers 


new one—they’re not cheap either. 


around, find a tack hammer, then soma That’s a familiar story in most houses 


tacks; put on the labels, hit your hand, 
smash a finger, spill the tacks and 














Hotchkiss Tacking Machine 


run ’em in your foot when you walk 
the baby to sleep. Oh, it’s a great life, 
but why all this fuss and strain, the 
Hotchkiss tacking machine as made 
by The Hotchkiss Sales Co., 10 Hoyt 
St., Norwalk, Conn., will do the job 
neatly and with ease. 

This tacking machine is a handy de- 
vice used for tacking tags or labels, 
to wooden boxes, barrels, and such. It 
may also be used for fastening wires 
to wood mouldings, window shades to 
rollers and netting to fly screens. For 
general upholstery work and for lay- 
ing matting is a great aid. 

It uses a strip filler of rustless 
nickeled steel staples or brads. A 
downward stroke of the plunger cuts 
a staple loose from the strip and drives 
it into even the hardest wood. 

The refill strips come in handy boxes. 


Tea Strainer Combined with 
Lid Protector 


Break the lid of the family earthen- 
ware teapot, cuss a bit, throw the 
entire pot in the ash can and buy a 


many times a year. A teapot to the 
housewife is something like a man’s 
pipe—get it “broken in” and it gets 
“broken up.” And good tea must be 
carefully strained to be enjoyable and 
a strainer is such an easy thing to 
misplace. There is however a solu- 
tion to both of these problems in the 
Chastern combination lid protector and 
strainer, a product made by Chastern, 
Inc., 211 Centre St., New York. 

This combination device is a sani- 
tary tea strainer because of the de- 
licately twisted spiral spring that is 
ejected into the spout of the pot. It 
protects the lid by laying over the top 
with the knob of the cover nestled 
snugly between the two coils of 
nickeled silvered wire. This device 
may be washed with the teapot and 
put back in place always ready for in- 
stant use. It is long lasting and rust- 
proof. The method of application is 
very simple. The coil strainer is 
ejected into the spout first and if this 
plan is followed the useful years of the 
strainer and lid protector should be 
indefinite. There is nothing to wear 
or tear. Being made of _ nickeled 
silvered wire it is a utility that does 

















Chastern Combination 


not mar the beauty of any breakable 
teapot but finishes the neat appear- 
ance. Aside from being a two-fold 
convenience and economical on teapots 
it saves the cloth and clothes from soil- 
ing causéd by dripping of tea. The old 
fashioned strainer that fits the spout 
always causes a drip, so does the hand 
strainer while the one shown herewith 
allows no drip. 


Reading matter continued on page 120 
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Ss 
an A Better Hanger for Barn Doors 4‘) 















Straight 
Sliding Gable Door 
Doors Fixture 


Ball and roller 
bearing hangers 
for double side 
sliding or for ver- 
tical sliding gable 
doors. 


Ball and roller 
bearing door 
hangers in a wide 
variety of types 
with standard 
trolley and weath- 
er-proof tracks. 


Barn door hangers must be sturdy. Rollers must move 
easily; tracks should be as nearly weatherproof as possible; 
the hardware should be made to last. 


For fifty years Richards-Wilcox hangers for barn doors 
have been the standard for the highest satisfaction. 


That is the reason why the first choice is almost universally 
for Richards-Wilcox equipment. 


A complete range of prices, styles and sizes adapted to all 
requirements. 


Among the hardware trade, to be known as carrying the 
Richards-Wilcox line is to be known as not only carrying 
the most complete but the line of highest quality. 


id 


BOSTON 


CTT: oo NLW YORK 





Send for general catalog U. A. 16. 











RICHARDS. 
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Pump With Novel Foot Base 


The Petry tire pump has been placed 
on the market by N. A. Petry Co., Inc., 
Philadelphia. 

The Petry pump is designed to pump 
easily and to fill the tire quickly. The 
spreading foot base is said to have 
aroused much interest. This improve- 
ment over the ordinary base places the 
pump sufficiently away from the motor- 
ist to allow a natural pumping position. 
A full long stroke is possible without 
touching the body. 

Equally important is the Petry 
valve, said to be air tight. This valve 
must resist a factory test of an air 
pressure of 100 pounds under water. 

A handle lock is another feature. 
With the lock snapped in place the 
handle tee and plunger are rigidly held 
so that the pump may be readily re- 
moved from car. 

The piston is convex shaped to di- 
vert the lubricating oil to the sides of 
barrel for ease of lubrication and 
greater pressure on the leather cup 
washer. The Lox-on connection at end 
of hose also lessens pumping effort. 

The hose is 27 in. long and 5 ply 
highest grade rubber tubing, securely 
fastened at each end by a clamp. 


WU 

















Foot Base on Petry Pump 


The finish is baked black enamel 
with high luster. All brass parts are 
polished and lacquered. 


For Getting at the Cars Under- 
Structure 


Many times during the active life 
of any car the proud owner will be 


/MOTOR__ “ACCESS! 








forced to lay on his .back and work 
on the understructure of his machine. 
It may happen on the road when he is 
all dressed up and it may be in the 
garage. Wherever it is the result will 
be soiled clothes or a soiled blanket for 

















W-A Steel Creeper 


the ground will be dirty and covered 
with grease and other undesirable for- 
eign matter. The W-A Steel creeper 
a product of J. H. Whetstone & Co., 
Lapeer, Mich., performs a service for 
every motorist that deserves real ap- 
preciation. 

The creepers are constructed entire- 
ly of angle steel and steel bands so 
that they will not fill with dirt, thus 
assuring a clean creeper at all times. 
They are tested to withstand 400 
pounds and will stand abuse and rough 
handling. 

W-A creepers are 36 inches long, 15 
inches wide and 2 inches high. A 
leatherette covered head rest and roller 
bearing casters make it a comfortable 
working basis. 

Device Simplifies Chassis 
Lubrication 

Proper lubrication to the chassis 
springs gives to the motorist comfort- 
able riding and insures against pre- 
mature spring breakage. Most drivers 
are reluctant to go through the muck 
and mess of oiling the springs but the 
Tomahawk spring lubricator’ takes 

















Tomahawk 


away from the job most of the undesir- 
able features. 
This device is shaped like a small 


hatchet, the blade is inserted between 
the leaves and the handle is twisted 
forcing the lubricant through a hole 
in the blade. To aid in inserting the 
blade a striking butt is provided go 
that the device will eject the grease 
all the way in between the spring 
leaves. 

The device is made of drop forged 
steel, hardened and blued, is very 
strong and may be used on any car. 
It is recommended by the manufactur- 
ers, the Tomahawk Mfg. Co., 1826 Man- 
nering Road, S. E., Cleveland, Ohio, 
that Tomahawk grease be used. This 
brand of lubricant is put up in con- 
venient tubes. 


Keeps the Hood Cover from 
Rattling 


Among the specialties to eliminate 
rattles on the Chevrolet car the Stew- 
Oakland, Cal., 


art Mfg. Co., offers a 








Chevrolet with Stewart Hood Cover Clamps 


clamp for stopping the rattle of hood 
covers. The clamp if fitted with a 
spring that takes up the slack and 
absorbs the shock that would other- 
wise cause squeaks and rattles. The 
bolt is fastened with a nickel plated 
nut that tightens up any slack on that 
part and thereby eliminates any rattle 
that might occur, 


Reading matter continued on page 122 
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“MONEY 


Makes The Mare GO” 
but—it takes Quality to put speed— 
and _ profits—into 


Ammunition Sales 


That finer quality, for which 


Moslom Ammunition Is Known 


among shooters who will have only the best, is a 
factor that the smart Buyer has learned to appreciate 

















A Cartridge for Every Gun—A Cartridge for Every Purpose 


“THE WORLD’S BEST” 


MANUFACTURED AND GUARANTEED BY 


WESTERN CARTRIDGE COMPANY, EAST ALTON, ILLINOIS 
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Notes of the Retail Hardware Trade 


OzaRK, ARK.—The R. H. Strong Co. 
has disposed of its stock to Carl Strong. 
The business will be continued under 
the name of the R. H. Strong Hard- 
ware Co. 

Kim, Cout.—Truax and Benton have 
recently started in business here and 
request catalogs on a general line of 
hardware. 

MANCHESTER, CONN.—N. B. Richards 
has retired from the firm of the F. T. 
Blish Hardware Co. E. G. Seaman, 
treasurer and manager, will continue 
the business under the same firm name. 

SEBRING, FLA.—The Sebring Hard- 
ware Co. has succeeded to the business 
of A. F. Spooner. 

CENTRALIA, ILL.—E. M. Cobb has 
taken over the stock of H. G. Cormick. 

WASHINGTON, IND.—The Vance Hard- 
ware & Implement Co. now owns the 
stock of automobile accessories, auto- 
mobile tires, barn equipment, belting 

d packing, bicycles, building paper, 
churns, cream separators, cutlery, farm 
implements, flashlights, furnaces, 
garage hardware, gasoline engines, 
guns and ammunition, heating stoves, 
incubators, lubricating oils, mechanics’ 
tools, poultry supplies, prepared roof- 
ing, pumps, sewing machines, shelf 
hardware, silverware, stoves and 
ranges, vulcanizing department and 
wheel toys formerly owned by the 
Vance-Clark Co. 

CepAR Rapips, lowa.—The Hawkeye 
Hardware, Inc., now owns the stock of 
A. C. Churchill & Son. L. R. Kelly is 
president and W. G. Langfelt, secretary 
and treasurer. Catalogs requested on 
a line of builders’ hardware. 

CHANUTE, KAN.—F. W. Montague, 
803 E. Main Street, is increasing his 
floor space. 

St. FRaANcIS, KAN.—Deroy Danielson 
& Sons have recently built a new store 
and increased their stock. 

LOWELL, Mass.—Wilfred A. Beaure- 
gard has commenced business at 722 
Moody Street, where a complete stock 
of the following is carried: Bathroom 
fixtures, cutlery, flashlights, paints, 
oils, varnishes and glass and sporting 
goods. Catalogs requested on a gen- 
eral line of hardware, paints and cut- 
lery. 

WAKEFIELD, Mass.—The George H. 
Taylor Co., 476 Main Street, has been 
incorporated with a capital stock of 
$99,000 to handle automobile ac- 
cessories, automobile tires, bathroom 
fixtures, belting and packing, bicycles, 
builders’ hardware, building paper, 
cutlery, electrical household special- 
ties, electrical supplies and _ equip- 
ment, flashlights, fishing tackle, fur- 
naces, garage hardware, _ gasoline, 
guns and ammunition, heating stoves, 
insecticides, lubricating oils, mechan- 
ics’ tools, paints, oils, varnishes and 
glass, plumbing department, poultry 
supplies, prepared roofing, pumps, 
shelf hardware, sporting goods, stoves 
and ranges, tin shop and washing ma- 
chines. The incorporators are George 
H. Taylor, Edgar S. Holland and others. 

ALPENA, Micu.—The Lee Hardware 
Stores have been incorporated with a 
capital stock of $100,000 to do some 
wholesale, but mostly retail business, in 
automobile accessories, automobile tires, 
barn equipment, belting and pea 
bicycles, builders’ hardware, building 


paper, churns, cream __ separators, 
crockery and glassware, cutlery, dyna- 
mite, electrical household specialties, 
farm implements, flashlights, fishing 
tackle, furnaces, gasoline engines, guns 
and ammunition, heating stoves, heavy 
hardware, mechanics’ tools, paints, oils, 
varnishes and glass, phonographs, pre- 
pared roofing, pumps, refrigerators, 
shelf hardware, stoves and ranges and 
washing machines. 

Owosso, MicH.—Herman H. Dignan 
has sold his interest in the hardware 
and furniture business of the Arthur 
Ward Co. to the other partners. 

RENVILLE, MINN.—Grams Bern has 
disposed of his stock to J. W. Lhotka. 
The new owner requests catalogs on the 
following lines: Automobile tires, barn 
equipment, bathroom fixtures, belting 
and packing, churns, cream separators, 
cutlery, dairy supplies, flashlights, 
fishing tackle, furnaces, gasoline, gaso- 
line engines, guns and 
kitchen housefurnishings, lubricating 
oils, paints, oils, varnishes and glass, 
plumbing department, pumps, shelf 
hardware, sporting goods, stoves and 
ranges, tin shop and washing machines, 

STEEN, MINN.—H. Lobbes has re- 
cently suffered a fire loss. 

BETHANY, Mo.—The Cole Hardware 
Co. has taken over the stock and busi- 
ness of L. S. Stubbs. 

Houven, Mo.—Scarliff & Doty have 
sold their hardware and implement 
stock to A. I. Roberts & Sons. 

ANSELMS, NEB.—Sanders, Daily & 
Co. are the new owners of the hard- 
ware and implement business of Wal- 
ter W. Bass & Co. 

FREMONT, Nes. — The Courtright 
Hardware Co. has disposed of its tin- 
ship and furnace department to Charles 
L. Shrum, who has been connected 
with the department for several years. 

McCook, NeEs.—Lloyd W. Jennings 
has purchased a third interest in H. P. 
Waite & Co. 

BISBEE, N. D.—The I. J. Leonard 
stock has been sold. La Rue & Linn are 
the purchasers. Catalogs requested on 
automobile accessories, automobile tires, 
barn equipment, bathroom fixtures, 
belting and ty rs bicycles, builders’ 
hardware, building paper, churns, 
cream separators, cutlery, dairy 
supplies, flashlights, garage hard- 
ware, gasoline, guns and ammu- 
nition, hammocks and tents, heating 
stoves, heavy hardware, home barbers’ 
supplies, incubators, insecticides, kitch- 
en cabinets, kitchen housefurnishings, 
linoleum and oil cloth, lubricating oils, 
mechanics’ tools, paints, oils, varnishes 
and glass, plumbing department, pumps, 
refrigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, vulcanizing depart- 
ment and washing machines. 

Watrorp City, N. D.—J. P. Christen- 
sen & Co. request catalogs on a general 
line of hardware, implements and auto- 
mobile accessories. 

Dover, Oun10.—Brucks Bros., 221 
West Third Street, have added 75 feet 
to their floor space and installed a new 
tin shop. 

WAPANUCKA, OKLA.—Smith & Rob- 
erts, successors to S. O. Youngblood, 
have also bought the stock of Davis & 
Moore at Clarita. 

WILBURTON, OKLA.—I. H. Hughes 
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has purchased the controlling interest 
in the Hughes Hardware Co. Busi- 
ness will be continued under the name 
of I. H. Hughes, Hdw. 

Erg, Pa.—The stock of Murphy 
Bros. has been damaged by fire. Cata- 
logs are requested on a general line of 
hardware. 

St. MattHews, S. C.—The Clark 
Hardware Co., successor to the Mc- 
Millan Hardware Co., requests cata- 
logs on a general line of hardware. 

Scenic, S. D.—F. A. Bartlett has 
engaged in the hardware business, deal- 
ing in the following: Builders’ hard- 
ware, building paper, cutlery, dairy 
supplies, fishing tackle, guns and 
ammunition, hammocks and tents, har- 
ness, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, pre- 
pared roofing, shelf hardware, silver- 
ware and sporting goods. Catalogs re- 
quested. 

ELGIN, TeEx.—The Sellstrom Hard- 
ware Co. has been incorporated to deal 
in automobile accessories, automobile 
tires, builders’ hardware, churns, 
cream separators, crockery and glass- 
ware, cutlery, farm implements, flash- 
lights, fishing tackle, guns and ammu- 
nition, harness, heating stoves, heavy 
hardware, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
refrigerators, shelf hardware, silver- 
ware, sporting goods, stoves and ranges, 
washing machines and wheel toys. 

Houston, Tex.—The Archer-Coffey 
Hardware Co. has changed its name to 
the Archer-Stuart Hardware Co. and 
increased the capital stock from $10,500 
to $25,000. The concern requests cata- 
logs on bathroom fixtures, builders’ 
hardware, building paper, churns, 
cream separators, crockery and glass- 
ware, cutlery, dairy supplies, electrical 
household specialties, electrical supplies 
and equipment, farm implements, flash- 
lights, fishing tackle, garage hardware, 
guns and ammunition, hammocks and 
tents, heating stoves, home barbers’ 
supplies, incubators, kitchen housefur- 
nishings, linoleum and oil cloth, lubri- 
cating oils, mechanics’ tools, prepared 
roofing, refrigerators, shelf hardware, 
silverware, sporting goods, stoves and 
ranges, toys and games, washing ma- 
chines and wheel toys. 

PorT WASHINGTON, Wis. — Acker- 
mann Bros. have recently suffered a 
fire loss. Work has been begun on re- 
pairing the building. 

ASHLAND, Wis.—The Farmers Hard- 
ware, 622 West Second Street, is pur- 
chaser of the Carl Bartick hardware 
store. Catalogs requested on a general 
line of hardware. 

Horicon, Wis.—E. A. Schoenwetter, 
the new owner of the stock of Schoen- 
wetter & Boehmer, requests catalogs on 
a general line of hardware. 

MARSHFIELD, Wis.—The Marshfield 
Hardware & Auto Co. has increased its 
capital stock from $32,000 to $100,000 
and P. J. Schaefer has purchased an 
interest in the business. 

OSHKOSH, Wis. — The Ralph M. 
Burtiss Co. has changed its name to 
the Stillman Hardware Co. and in- 
creased its capital stock from $12,000 
to $25,000. Its new officers are: 

T. Stillman, president and treasurer; 
Ralph M. Burtiss, vice-president, an 
M. C. Hale, secretary. 
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War comfort brings cold cash. 
Heatless homes are cheerless 
places. On chilly Spring days when 
shortage of coal means excess of cold 
the UNIVERSAL Sunflower Heater 


gets in its warm work. 






















The UNIVERSAL Sunflower Heater is new. 
In its newness lies its betterness in every feature 
from its unique design and handsome. finish to 
its superior heating qualities. Comfort is always 
marketable. It sells quickly and pays well. The 
UNIVERSAL Sunflower is an ever-blooming 
source of profit. Its usefulness is all-round and 
year round. It sells best when needed most— 
right now—in Spring. 


Rich Florentine Bronze Finish. Highly 
Burnished Copper Reflector casts radi- 
ance resembling a huge sunflower. Cool 
Handle conveniently placed on back of 
Adjustable Reflector. Heating unit 
with Lamp Socket Base easily removed 
to insert lamp for illuminating pur- 
poses. Strong Wire Guard. 





Write for ready-to-print Newspaper Ads 
and other sales help. 











Landers, Frary & Clark New Britain, Ct. 
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5c, 10c and 25c STORES 
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All Your Prospects Under One Cover 


Hardware Age Directory contains just the information you need to solve your mailing problems. 


With this Directory at hand you have under one cover, and conveniently arranged, all your 
in the hardware field. The several lists are indicated above. 


In the case of the Retailer, it shows the population of the town and an approximation of each 
dealer's annual sales. 

In the case of the Wholesaler, it shows capitalization, territory covered, number of traveling 
men, and lines carried. 

These lists have been prepared with the utmost care, are complete, accurate, and give to the 
hardware man the entire field covering his product. 

You want your letters to get the proper start. This is just what Hardware Age Directory— 
1920-21 Edition will insure, Price ten dollars, postpaid. 


SHND FOR YOURS NOW. 
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BOUNCE ff qj 
B ABSORBERS P xx 


For the Live Dealer’s Show-Room! Special Style 
“Bull Dog” Bounce Absorbers ~actually on duty every ‘for Fords 


minute of the day--are your most powerful salesmen! 











This Display Stand (without any Bounce Absorbers attached ) 


is furnished free with initial order for six sets. Lowest Price to 








! The Display tells the whole story instantly! the User 
“Bull Dog” Bounce Absorbers are the only device of the Z 
kind that absorbs every road-shock, without any abrupt dead- Fairest and Best 
stop. Discounts to 
0) The only device that operates equally well at 10 or 50 miles Jobber and 
an hour. Every sale means a dozen more. Dealer 


AANNON LIUGHSON (OMPANY 
223-233 | | W.ERIEST.U CHICAGO 
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RAJAH PRIMER 





RAJAH PRIMER 


INSTALLATION WITH VACUUM SYSTEM 











@- VACUUM — ™ 
SUCTION PIPE i 





D- FITTING FOR ATTACHING PRIMER 
| THROUGH VACUUM SUCTION PIPE HOLE 


E-CABLE CONNECTION 
TO DASH PULL 


C-MAIN PART PRIMER, 
INCLUDING VALVE ETC. 
8- GAS LINE- VACUUM TANK TO PRIMER 


A- FITTING FOR 
VACUUM TANK 


f 


ie H- LINE TO CARBURETOR 


—= 











$5.00 Each With Standard Fittings. 


Thumb Screw. 





trodes. 


to porcelain. 


%,” No. 2 : ‘ 
Specially adapted ing porcelain. 
for Ford, Overland, 
Studebaker. C an 
also be used in any 
motor made for %” 


Standard plug. 


Price, Plug ...$1.00 
Price, Porcelain .50 


~sq Ge 


Regular Thumb Nut 
Fits any size cable. With all Rajah Plugs 
unless otherwise ordered. 
Also Ball and Stud Adapt- 
ers. 









on me tn aoe 
Silent Salesman Card 
24 Rajah Thumb Nut Terminals 
Gives the great convenience of a clip_con- 
nection on Chandler, Cleveland, Dodge, Essex, 
Ford, Haynes, Hup, Hudson, Lexington, Max- 
well, Mitchell, Packard Twin Six, etc. and 
many trucks and other motors having spark 
plug wires fitted with ring terminals. 
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RAJAH Spark Plugs 


Race drivers use Rajah Plugs for a quicker pick-up, more 
power and higher speed. Special button top and quick de- 
tachable Rajah Terminal eliminates old style inconvenient 
Simple construction, easily taken apart, 
cleaned and replaced. Parts interchangeable. 
Patented knife edge bushing adjusts itself to shoul- 
J der of porcelain, and permits heat expansion without injury 
Insulation highest grade, hardfire, heat-resist- 


For all pleasure cars, trucks, tractors, marine, stationary, 
motorcycle and airplane engines. 


RAJAH TERMINALS 


RAJAH AUTO SUPPLY CO., BLOOMFIELD, N. J. 





Saving on batteries covers cost 


The Rajah Primer is designed to add a small amount of gasoline 
to the regular mixture to enrich it in its flow through the intake 
manifold from the carburetor to the motor without requiring the 
choke to be closed. Closing the choke cuts off the needed supply 
of air to make the best combustible mixture. 

The valve is attached to the intake manifold above the carburetor, 
the gasoline being supplied by gravity or pressure from the regular 
supply system—preferably from the bottom of the vacuum tank— 
the quantity used being always under the control of the operator. 


Makes starting instantaneous 


The construction of the valve and its operation is such that a 
quick start is certain under all conditions of weather—thus reducing 
the strain on both starter and batteries. Also through the valve a 
small amount ‘of gasoline can be fed drop by drop into the intake 
to heat up the motor, until the carburetor begins to function properly. 

The “Rajah” reputation is behind this product, which is sufficient 
guarantee that in so far as accuracy and care in workmanship are 
concerned this device is as nearly perfect in every detail as it is 
possible to make it. 

The Rajah Primer is manufactured under U. S. Letters Patent. 


Sturdy elec- 





%-18 Giant 

Also 4%”, %-18 Long and %- 
18 Extra Long—firing point 14”. 

A big, sturdy heavy duty type 
of plug for pleasure cars, trucks, 
tractors, marine and stationary 
engines. Exclusive equipment 
Advance-Rumely Tractors. 


i wy, $1.25 
Price, Porcelain ........... -60 


w= COE oe 


Thrust Hook Primary 


The Rajah Thrust, Hook and Primary Terminals are furnished with 
ferrules to fit any size cable. 











Box Assortment Rajah 
Terminals, with the 
styles and sizes mostly 
used. 


Silent Salesman Card 
20 Rajah Safety Nipples 
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It’s the 
Replacement 


Business 
That Counts 


1920 6,000,000 Vuleo Fan Belts 


were made and sold. 
(A record for a four-year- 


old.) 


1916 No Vulco Fan Belts were 
produced. 





(Not yet in existence.) 


1921 8,000,000 Vulco Fan Belts 
contracted for by February 
1, 1921. (Still growing.) 


Which means, we believe, that motorists 
have about made up their minds as to 
which belt to buy. 


Which means that out of approximately 
8,000,000 cars and trucks in 1920, deal- 
ers equipped three-fourths of them with 
Gates Vulco Belts. 

Which means that out of approximately 
9,000,000 cars and trucks in 1921, dealers 
will equip the big majority:of them with 
Gates Vulco Belts. 

Which means that it is the replacement 
business, not original equipment, that 
puts profits in the dealers’ tills. 





Wise dealers who want to share in this re- 
placement trade should let their jobbers know 
their requirements now. 


THE GATES RUBBER COMPANY 


Denver Colorado 
Makers of 


Gates Vulco Fan Belts 
Gates Vulco Radiator Hose 


binsi wi > aie rt de . 
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The progress of merchandising and increased 
competition has made the adaptation of latest busi- 
ness methods necessary, if the merchant expects to 
increase sales and meet competition on an equal 
footing. Thrifty housewives, farmers and men of 
all classes are reading the ads today; reading them 
as they never read them before, and those merchants 
who properly advertise their business, are the ones 
who get the bulk of the hardware trade in their 
locality. 


The-women of your locality buy more hardware 
than the men do—they use scores of hardware 
articles every day in their housekeeping, and as a 
consequence, the department stores have added 
household hardware to their stock, simply because 
they realize that the hardware merchant does not go 
after the women’s trade. The mail order houses 
also have taken considerable business away from 
retail hardware merchants, especially in localities 
where the merchants were not wide awake. Here 
is what a high official of a Chicago mail order house 
said: “We keep in touch with local papers and 
merchants. Whenever we find a town where mer- 


chants do not advertise, we flood that town with our 
literature. 


, 


We always get big results.” It is any 









increase 















OUR business success, Mr. 
Merchant, depends on_ two 


things—good buying and good mer. 
chandising. Good merchandising in- 
cludes proper arranging and display- 
ing of merchandise, the proper fea- 
turing of seasonable articles 
salesmanship and the right kind of 
result producing advertising. Isn't 
it a fact that when your business is 
increased, your overhead expense is 
automatically reduced ? 


eood 





wonder that these mail order houses have taken 
considerable business from local merchants 7 


Very often you see a real merchant locate in a 
new town and commence business with a well laid 
out plan—new ideas—and modern business getting 
methods, which make an immediate hit with the 
same people who used to trade with the unprogres- 
sive “storekeeper” and in a short while the new 
merchant has the “storekeeper” backed off the map. 
It is a simple case of the survival of the fittest. The 
merchant who goes after business gets it. The 
“storekeeper,” who “sits and waits” for trade to 
come to him, sooner or later is compelled to give 
in to that law of competition, which eliminates those 
who expect to get something without working for it. 


No hardware merchant in these modern times 
can expect to “sit and wait” for trade; he has to be 
progressive and aggressive, if he expects to increase 
his sales and profits. He cannot meet competition 
on an equal footing, unless he does adopt up-to-date 
merchandising methods. We are helping hundreds 
of merchants, throughout the country, even ii small 
towns, with poor newspaper facilities; we show the 
merchant how to profitably merchandise and adver- 
tise his business. 
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| you doing to 


| your business ? 


K supply the actual business-building 
W tools. We furnish attractive eye 
catching illustrations—ready written ad 
copy — window display suggestions — 
colored price tickets — selling ideas and 
suggestions, and in addition we give ex- 
pert advice and suggestions, at any time, 
on any questions relating to advertising 
or merchandising, stock keeping, inven- 
tory, financing, etc. We furnish the kind 
of tools that every merchant must have if 


he expects to increase his business. 

Our service furnishes real merchandis- 
ing ideas and productive advertising mate- 
rial every month—that will help you to 





turn your stock oftener—help vou to in- 
crease your sales—bring more women cus- 
tomers into your store. By using our 
material you cannot fail to increase your 


business. Hundreds of hardware mer- 


Now is the time for you to 
act! Now is the time to start 
building for the future. Now 
is the time to secure this busi- 
ness building service for your 
store exclusively. 


Town 


Only one 


merchant in a town can have it, 
therefore quick action is neces- 
sary. Send the Coupon now. 


HAS56 





Gentlemen : . 

[ am interested in your business-building service for hardware 
merchants and hereby request full details and a sample bulletin to 
be sent at once for personal examination. 
request entails no obligation on my part. 


Firm Name. 


State... 


Hardware _ 


eseeeeesseesseeeeeeseesessessssesseasesasessasl 


have 


chants, throughout the country, 


proven this to be so. 


Only one merchant in a town can obtain 
this service. Consider what this means to 
your business, to have the exclusive use 
of all of our material; consider also the 
advantage of being connected with this 
great merchandising organization and the 
help it can give you in these times of in 
creased competition, when business de 
mands better merchandising and adver 


tising. 


Seeing is believing. We want you to 
satisfy yourself that this service can be a 
valuable business aid to you, therefore, you 
can obtain one of our regular service bul- 
letins for your personal examination if you 
will simply fill in the coupon and send it 


along. 


COUPON 


It is understood that this 


a9West 30¢St-( New York City 
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They’ll Bring Him Back _ 
to say “Thank You!” 
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Here are three helpful, needful accessories which will 
bring their buyer back to say “Thank You!” 


These accessories are built and guaranteed by a house 
which has faithfully served the American riding public 
since 1840. 

Back of them is 80 years’ understanding of the public’s 
wants—80 years’ success in supplying these needs. 


And added to this power of prestige is the dynamic force 
of national advertising in America’s leading periodicals. 


These are factors which have created a brisk and grow- 
ing demand for the Victor No. 1 Tool Box for Fords; the 
Victor No. 6 Curtain Holder, and the Victor No. 40 Spot 


Lamp. 


Take advantage of this demand. Prepare to supply it 
promptly by placing an order with your jobber today. 





























The Victor Tool Box 


The Victor No. 1 Tool Box for 
Fords is strongly built of heavy 
sheet metal, attractively japanned. 
In it are a large compartment for 
heavy tools, two special trays for 
lesser tools, and a pocket for spare 
tubes and patches. Everything fits 
snugly, without rattling. The box 
is dust-proof and rain-proof, and 
may be locked if desired. The 
cover opens downward, making all 
contents instantly accessible. Two 
screws and a few minutes’ time 
permanently attach this box to the 
heel-board of the driver’s seat, out 
of the way, but always handy. 


























The Victor No. 40 Spot Lamp 


This handsome, dignified and du- 
rable Spot Light, is sold ‘at a price 
your patrons will gladly pay. It is 
equipped with the Victor Automatic 
Stop, which prevents flashing the 
light in the eyes of an approaching 
motorist. The lamp complies with 
all state and municipal lamp regu- 
lations. A distinctive, exclusive 
feature of this popular lamp is the 
Victor Universal Bracket, which 
enables the owner, without the use 
of extra parts, to attach this lamp 
to coupe, sedan, touring car or road- 
ster. Lamp has extension cord. Can 
be quickly detached for trouble use. 


| 


TRADE MAAK 


























The Victor Curtain Holder 


The Victor No. 6 Curtain Holder 
sets snugly against the heel-board 
of the rear seat. Curtains are car- 
ried neatly folded in two rolls, one 
for the front and one for the rear 
set. Either set may be removed 
separately, without disturbing the 
other. It is never necessary to in- 
terfere with passengers in the 
rear seat, or to remove the cushions 
when curtains are wanted. The 
holder protects the curtains from 
rain, dust and oil, prevents them 
from wrinkling and cracking, and 
makes them available immediately 
when a storm blows up on the road. 


THE CORCORAN-VICTOR COMPANY, 710 READING ROAD, CINCINNATI, 0. 








